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ABSTRACT i i 
This project study sets out to investigate the 
at t i tude of Hong Kong Chinese towards breakfast in general, 
and breakfast cereals in part icular . In addition, th is 
project study also studies brand awareness and brand choice 
of breakfast cereals among the Hong Kong Chinese. The 
survey i s designed to address the information needs of 
Friesland Foods Limited, a marketer of Alpen and Weetabix 
breakfast cereals• Demographic data of respondents are 
also collected. 
This research study shows that sandwiches/bread/toast 
and congee are the popular breakfast in Hong Kong today. 
A major concern of breakfast-eaters is convenience. 
Respondents report to skip breakfast because they do not 
have time or want to sleep more. People eat breakfast for 
hunger and health reasons. 
On the whole, egg, milk and sandwiches/toast/bread are 
the kinds of food that people think constitute a healthy 
breakfast. 
Research resul ts also show that on the average product 
knowledge of breakfast cereals i s insufficient and product 
awareness i s low. Except Kellogg's, the market leader, 
awareness of brands including Alpen and Weetabix i s also 
low. Respondents get to know breakfast cereals mainly 
through TV advertisements. Major reasons for not eating 
breakfast cereals are "taste bad", "hard to prepare" and 
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 just not the right kind of breakfast". Product awareness 
increases with the level of education. Product awareness 
iii 
also increases with household income. Taste and nutrit ion 
level, are important c r i t e r i a people use to choose among 
brands. 
Based on survey resul ts , the researchers recommend 
that Friesland Foods Limited should introduce more 
var ie t ies , including some very tasty ones, into the local 
market. This can increase the firm's market share and can 
a t t rac t more people who would eat breakfast cereals for a 
change. TV advertisements should be used to build a 
d is t inct image for Alpen and Weetabix breakfast cereals as 
TV i s the most effective channel. Recommendations from 
doctors and celebr i t ies who have a healthy image can be 
used in TV ads to educate consumers on the benefits of the 
products. The tas te side of the products should be played 
down while the nutri t ion value should be highlighted. 
Convenience cereals-cum-milk packs should be produced 
to f ac i l i t a t e the level of convenience associated with 
purchase, carry and consumption of the products. 
To f ac i l i t a t e product avai labi l i ty , more distribution 
outlets should be secured. The researchers suggest that 
Friesland Foods Limited can also se l l through convenience 
stores. To actively promote breakfast cereals as a 
legitimate form of breakfast, Friesland can negotiate with 
Fairwood fast food chain to include Alpen breakfast cereals 
on the breakfast menu. 
Finally, to back Weetabix's new position as a baby 
food, Friesland must get Weetabix displayed in the baby 
food category in most supermarkets. 
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People usually eat breakfast as their f i r s t meal every 
day • In Hong Kong, where Chinese and Western cultures 
mingle, the type of breakfast that people choose also 
varies. People may choose either 七he Chinese style or the 
Western style, or a combination of both. In addition, as 
the education level and the living standard of the general 
public have increased, people become more conscious of 
their health and nutri t ion, and they are more selective in 
choosing the type of breakfast they would like to eat. For 
example, people can eat congee, noodles, bread, ham and 
eggs, f r u i t , breakfast cereals, or dim sum, etc. as their 
breakfast. There are of course, also people who do not eat 
breakfast. 
1.1 Problem statement 
Since their introduction into the Hong Kong market, 
breakfast cereals have been enjoying increasing sales each 
year. Although exact figures cannot be found, the general 
impression i s that breakfast cereals in general (except 
Kellogg's, the market leader) are s t i l l not very popular 
among Hong Kong people• 
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This may be due to problems in the marketing of these 
products, such as unattractive packaging, inadequate 
promotion or the relat ively higher pricing of products 
(relative to other kinds of breakfast). Under-promotion in 
turn may resul t in low awareness of both the product and 
product benefi ts . 
Brands other than Kellogg's face the problem of a lack 
of strong consumer interest as there are many brands as 
well as many types of breakfast cereals in the market. 
To clearly communicate the particular properties of 
the product to the consumers, marketers must look for the 
effective means to convey their products' quality, value 
and contents to the consumers. 
The problem of marketing breakfast cereals could also 
l i e in the product i t s e l f : the taste and texture of some 
breakfast cereals may not be preferred by typical Chinese 
who usually have congee and noodles for breakfast. 
While Hong Kong people are generally getting more 
health-conscious, tas te may s t i l l be a very important 
factor in deciding the kind of breakfast they would take. 
Ease of preparation can also be another important 
consideration• 
While most brands of breakfast cereals are available 
in most supermarkets throughout Hong Kong, distribution is 
a lesser concern. Yet in contrast to other kinds of 
breakfast such as congee and sandwiches which are easily 
available from stores on the s t ree t , breakfast cereals are 
only served at home or at a few five-star hotels. 
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The lack of popularity of breakfast cereals may also 
be at tr ibuted to people's perception of the 、right' 
breakfast: people may simply think that breakfast cereals 
are just not the kind of food for breakfast. 
On the other hand, there are some people who do not 
eat breakfast at a l l . They may either think that they can 
eat more food at lunch to substitute for the breakfast that 
they have missed out in the morning, or they simply do^not 
have the time for or the habit of eating breakfast. 
To address these problems in marketing breakfast 
cereals in Hong Kong, a research study would be useful to 
find out people's behaviour towards eating breakfast, and 
specif ical ly towards eating breakfast cereals. 
In order to make our research project practically 
useful to the marketers of breakfast cereals, we 
successfully contacted Friesland Foods Limited which helped 
in providing focus for our study. 
1.2 BACKGROUND OF THE COMPANY 
An a f f i l i a t e of Friesland Frico Domo Holland, 
Friesland Foods Limited carries various types of food 
products in Hong Kong such as baby foods, dairy products 
and breakfast cereals, e t c . . In breakfast cereals, 
Friesland Foods Limited i s the Hong Kong distributor of the 
two brands, namely Alpen and Weetabix. According to the 
company, these two brands account for about 30 percent of 
the to ta l market share in the breakfast cereals in Hong 
Kong. The market leader i s Kellogg's which has around 65 
4 
percent of the to ta l market share. However, the potential 
customers that Alpen and Weetabix target are quite 
different from Kellogg's. While most Kellogg
7
s products 
have aimed at kids, Alpen and Weetabix target at young 
adults and those who are more health-conscious as a l l Alpen 
and Weetabix
7
s products are made with natural ingredients 
and no a r t i f i c i a l flavours are added to the products. In 
addition, Friesland has recently promoted Weetabix as a 
breakfast for babies who are six months or older. In sura, 
both Alpen and Weetabix are nutrit ious products and project 
a health food image to i t s customers. 
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CHAPTER II 
STATEMENT OF OBJECTIVES 
2.1 Manaaer's Objectives 
Although both Alpen and Weetabix enjoy quite a 
noticeable market share in the breakfast cereals market, 
Mr. Victor Pang, the product manager, would like to update 
on the at t i tude of Hong Kong people towards eating 
breakfast,, and part icularly towards eating breakfast 
cereals. Furthermore, he would like to find out customers' 
brand awareness (including Alpen and Weetabix) and brand 
choice of breakfast cereals. Finally he would like to 
collect demographics of respondents for segmentation, and 
so that he can develop the future advertising strategy for 
the two products, such as deciding the message(s) to be 
delivered in future advertisements and the types of media 
to focus on so as to boost market share. 
As Friesland Foods Limited has not commissioned any 
similar research in the past, our research study offers 
vi r tual ly the f i r s t opportunity to update on the la tes t 
information. Information provided by the research is 
expected to be useful in helping Mr. Pang formulate the 
future advertising strategy for the two breakfast cereals 
products• 
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2.2 RESEARCH OBJECTIVES 
The objectives of th i s market research study are 
therefore: 
(1) to investigate Hong Kong people's att i tude and 
behaviour towards eating breakfast; 
(2) to investigate Hong Kong people's att i tude and 
behaviour towards eating breakfast cereals; 
(3) to investigate Hong Kong people's awareness of 
breakfast cereals; 
(4) to investigate brand awareness； 
(5) to investigate brand choice； and 
(6) to collect demographics of respondents for 
、 segmentation. 
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CHAPTER I I I 
RESEARCH METHODOLOGY 
3•1 Research Design 
To address the information needs specified above, 
descriptive research i s conducted to collect the following 
primary data: 
(1) Hong Kong people's at t i tude and behaviour towards 
eating breakfast 
一 People's evaluation of the importance of 
breakfast 
-whether people have the habit of eating 
breakfast 
-Reasons for taking and skipping breakfast 
一 what people think constitutes a healthy 
breakfast 
-The kind(s) of breakfast people usually eat 
• - Factors affecting the choice of breakfast 
- p l a c e of taking breakfast 
(2) People's at t i tude and behaviour towards eating 
breakfast cereals 
-Product awareness of breakfast cereals 
-Peop l e ' s perception of breakfast cereals 
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-How people get to know breakfast cereals in 
general 
-Whether people eat breakfast cereals 
-Reasons for eating or not eating breakfast 
cereals 
(3) Brand awareness and brand choice 
- P e o p l e ' s awareness of various brands of 
breakfast cereals 
- P e o p l e ' s awareness of Alpen and Weetabix 
(aided) 
-Brand bought most often 
-Brand bought second most 
- C r i t e r i a used in choosing the brand(s) 
purchased and the i r re la t ive importance 
- Informat ion sources of the brand(s) purchased 
， B u y e r - u s e r relat ionship 
(4) Demographic Variables 
-Age 
- S e x 
-Ma r i t a l s ta tus 
-Monthly family income 
-Occupation 
-Leve l of education 
一 Family size at home 
As the basic aim i s to col lect information, sample-
survey which provides a one-shot study i s used. A 
structured questionnaire i s used to ask every respondents 
of the same set of questions. 
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3.1.1 Pi lot Survey 
To col lect some preliminary information on breakfast 
and breakfast cereals, a p i lo t survey has been conducted. 
The researchers have conducted a to ta l of forty personal 
interviews with the aid of an open-ended questionnaire to 
t e s t interviewees' responses to the various questions and 
to generate the set of choices for each question. The 
revised questionnaire has again been pre-tested with 
another twenty interviewees to modify on the wording before 
i t i s f ina l ly adopted in the survey• 
3•2 Data Collection Method 
To col lect the information needed, the researchers 
have designed a questionnaire made up of four parts as 
follows: 
(1) Part One on Attitude towards eating breakfast; 
(2) Part Two on Attitude towards eating breakfast cereals; 
(3) Part Three on Brand awareness and brand choice； and 
(4) Part Four on Respondents' demographics• 
Personal interview i s chosen as the method of 
administration for the following reasons:‘ 
(1) The box of Alpen and that of Weetabix need to be shown 
to respondents to aid recall? 
(2) Response ra te i s usually highest for personal 
interview than for telephone interview or mailed 
questionnaires？ 
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(3) The interviewers can c lar i fy immediately any doubts or 
queries explici t ly or implicitly expressed by 
respondents about individual questions or nature of 
the survey； and 
(4) Item nonresponse can be minimized. 
3•3 Sampling 
3.3.1 Sampling Design And Sampling Frame 
Basically a l l Hong Kong people are the target 
customers of Alpen and Weetabix breakfast cereal products, 
and therefore the target population of this market survey. 
Howeverf as Mr. Pang has specified his interests in the up-
to-date at t i tude and perception of breakfast and breakfast 
cereals of the mid to high income Chinese people in Hong 
Kong, westerners and other orientals are not included in 
the survey. 
In addition f respondents must be at least sixteen 
years old to qualify for answering the questionnaire so as 
to make sure that they are mature enough to comprehend the 
types of questions asked and to give intel l igent answers. 
This bottom age limit i s jointly, though arbi t rar i ly set , 
by Mr- Pang and the researchers. 
Convenience sampling is used in this study. In 
general, the main problem in convenience sample design is 
that the researchers do not have a clear picture of knowing 
if the respondents are representative of the target 
population of the product, regardless of the sample size. 
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This l imitation, however, i s not relevant for th is research 
because a dist inction has been made between target 
population for the products and target population for the 
research right from the beginning. 
Street ( i . e . areas immediately outside supermarkets) 
intercept i s the method used in contacting respondents. 
Busy and large-sized supermarkets at mid to upper income 
residential d i s t r i c t s and major commercial d i s t r i c t s thus 
serve as the sampling frame of th is study. Five 
supermarkets in a to ta l of five d i s t r i c t s are chosen. On 
the average these supermarkets have rather busy customer 
t r a f f i c . 
3.3.2 Sampling Unit And Sample Size 
Customers walking out from the supermarkets are the 
sampling units of th is study. i t i s assumed that these 
people have just had a shopping tour and their state of 
mind i s thus more "in tune" with the kinds of questions 
asked in the questionnaire. 
I t i s jointly decided by the researchers and Mr. Pang 
that at least f i f t y questionnaires are needed for each of 
the three collapsed income levels ( i . e . HK$0-19999, 
HK$20000-39999 and HK$40000 and above) to allow useful 
segmentation by income. Altogether the researchers have 
interviewed 238 respondents in the survey, eight of which 
have l e f t their questionnaire uncompleted. Therefore, a 
to ta l of 230 questionnaires are used for analysis. The 
achieved numbers of completed questionnaires in the three 
income categories are 7 2 , 106 and 52 respectively. 
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3.4 Fieldwork 
The following shows a detailed fieldwork schedule of 
the survey• 
Distr ic t Supermarket Date Time 
Caine Road Wellcome Mar17 (Tues) 3-6:30p.m. 
Quarry Bay Jusco Mar22 (Sun) 2-6:00p.m. 
Central Park
7
n Shop Mar28 (Sat) 2-6:00p.m. 
Hunghom Yaohan Apr 2 (Thur) 3-6:00p.m. 
Wanchai CRC Apr 4 (Sat) l-4:00p.m. 
The time periods chosen are in the afternoon between 
lunch and dinner time because according to some observation 
and past experience, th i s i s the period of the day these 
supermarkets have most customers. 
In the surveyf each of the two interviewers (in fact 
the researchers) a rb i t ra r i ly approached customers who 
walked out of these supermarkets and secured their consent 
to answer the questionnaire. At the end of each interview, 
a sample of Alpen breakfast cereals is given to the 
respondent as a token of thanks for their cooperation. 
3.5 Demographic Characteristics of the Sample 
The researchers have interviewed a tota l of 238 people 
at five different locations in th is survey. Eight 
incomplete questionnaires are discarded. The profile of 
the 230 respondents i s shown in Fig 3.5.1 to Fig 3.5.6 in 
the appendix- Approximately two-third of the respondents 
are female• In the age group category, the largest number 
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of respondents f a l l s into the age group of 20-29. About 
half of the respondents are of secondary school education 
level and another one-third are of university or 
polytechnic level. 
In the marital status category, two-third of the 
respondents are single. The two main occupations that our 
respondents have reported are Clerk/Secretary and 
Professional. On the whole, about half of the respondents 
f a l l into the household income group of HK$20,000-
HK$39,999. 
The fact that most respondents interviewed are white 
col lars , and the modal as well as median income level is 
HK$20,000-HK$39,999, and 92 percent of respondents have 
secondary education or above may be attributed to the types 
of regions selected for fieldwork. Only the commercial and 
middle-income residential d i s t r i c t s are included in the 
survey basing on the assumption that on the average the 
more educated and more well off will have a better idea of 
what breakfast cereals are. This is also supported by 
findings in the pi lot interview. To also cover the public 
estates, squatter areas or the more lowly industrial 
d i s t r i c t s would have required a lo t more time and resources 
than could be afforded, and the sample size of the survey 
most l ikely would have been drast ical ly expanded to give a 
high response rate (which is 70 percent in the pilot) to 
questions on people's awareness of breakfast cereals in 
Part Two of the questionnaire. To Mr. Pang, this section 
of the questionnaire i s more important than the results of 
14 
people's awareness on various brands, particularly 
respondents' awareness of Alpen and Weetabix in Part Three 
of the questionnaire• 
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CHAPTER IV 
ANALYSIS AND DISCUSSION OF BREAKFAST AND BREAKFAST CEREALS 
Basically, th i s chapter corresponds to the analysis 
and discussion on the f i r s t and second part of the 
questionnaire, i . e . respondents at t i tude towards breakfast 
and breakfast cereals, Chapter V is the analysis and 
discussion on the third part of the questionnaire, that i s 
respondents' brand awareness and brand choice of breakfast 
cereals and also their awareness of Alpen and Weetabix. 
4,1 Importance of Breakfast and Frecfuencv of Taking 
Breakfast 
Question number one which asks whether respondents 
think breakfast i s important i s a warm-up question. 
According to resul ts of th i s study, breakfast i s 
considered important by most respondents. Among the 230 
respondents, almost 90 percent of them think breakfast i s 
important and more than 45 percent of them think breakfast 
i s very important. 
Moreover, respondents have the habit of eating 
breakfast either everyday or on most days. • Approximately 
60 percent of respondents eat their breakfast every day. 
Respondents eat breakfast mainly because they are hungry in 
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the morning and for personal health. More than one-half of 
respondents take "hungry", as their primary reason of eating 
breakfast. On the other hand, the most common choice as to 
why respondents skip breakfast i s that they have not enough 
time. Out of 95 respondents who answered th is question, 54 
percent of them choose "no time" as the answer. Figure 
4,1.1 and Figure 4.1.2 in the appendix show the number of 
people who think breakfast i s important versus those who 
think breakfast i s not important, and the frequency of 
respondents who eat breakfast. 
4.2 Perception of A Heathv Breakfast 
On the whole, respondents perceive "Egg," 
"sandwiches/bread/toast" and "milk" as the healthy 
breakfast of today as these are the three most frequent 
responses that interviewees give. The three choices 
together account for more than one-half of a l l responses. 
Moreover, other choices such as "ham/bacon/sausage," 
"tea/coffee/juice" and "nutritious" also receive high 
response ra te . On the whole, respondents association of 
breakfast cereals with a healthy breakfast i s low because 
only 2 percent of a l l respondents said breakfast cereals 
constitute a healthy breakfast. The result i s shown in 
Figure 4-2.1 in the appendix. 
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4.3 The Kinds of Breakfast Eaten Most Often 
More than 50 percent of the 230 respondents choose 
"sandwiches/bread/toast" as the most frequent choice of 
their breakfast. About 8 percent of respondents choose 
noodles, 3 percent of respondents choose congee and only 1 
percent of respondents choose breakfast cereals as their 
most eaten breakfast. Figure 4,3,1 in the appendix shows 
the resu l t . 
Resu l t s show t h a t respondents choose 
"sandwiches/bread/toast" as the most eaten breakfast mainly 
because i t i s convenient. An operational definition of 
convenience may be the easiness to purchase, to carry and 
most of the time i t i s ready-made and trouble-free. Table 
1 shows the relationship between number of respondents 
choosing "sandwiches/bread/toast" f "noodles" or "congee" as 
breakfast, and some of the reasons why respondents choose 
them. Overall, "convenience" i s the most favourable answer 
to the question why people choose any kind of breakfast. 




"SANDWICHES/BREAD/TOAST", "NOODLES" OR "CONGEE" AS 
BREAKFAST AND REASONS FOR THESE CHOICES 
Total Respondents : 230 
No, of Respondents who answered 
"Sandwiches/Bread/Toast" : 123 
"Noodles" : 19, "Congee" : 8 
Respondents Nutritious Good Family Convenient 
Row % Taste Tradition 
Sandwiches/ 22 8 11 77 
Bread/Toast 18% 7% 9% 63% 
Noodles 0 8 2 7 
0% • 42% 11% 37% 
Congee 1 1 1 2 
13% 13% 13% 25% 
4.4 The Kinds of Breakfast Eaten Second Mogt 
"Congee" i s the second most chosen answer that 
respondents choose in the i r breakfast. Of the 230 
respondents, 79 percent of them give a second answer and 30 
percent of respondents choose "Congee" as the kind of 
breakfast eaten second most often. 
Nineteen percent of respondents who do not choose 
"sandwiches/bread/toast" in the question, "breakfast that 
i s eaten most o f t e n , take "sandwiches/bread/toast" as a 
second choice. In addition, of the 19 respondents who 
choose "noodles" as thei r f i r s t choice, 74 percent of them 
choose "sandwiches/bread/toast" as their second choice. 
Thus r e su l t s of the analysis show tha t 
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"sandwiches/bread/toast" i s the most popular kind of 
breakfast in Hong Kong. According to these resul ts , the 
western s tyle "sandwiches/bread/toast" i s more popular than 
the t rad i t iona l Chinese s tyle congee. Figure 4,4.1 in the 
appendix shows kinds of breakfast eaten second most often 
whereas Figure 4.4.2 in the appendix shows major reasons as 
to why respondents choose the kind of breakfast. Table 2 
in the appendix shows the number of respondents choosing 
the kind of breakfast most versus the number of respondents 
choosing the kind of breakfast second most. 
Overall, "sandwiches/bread/toast " i s the most popular 
choice that respondents take as the i r breakfast and in th i s 
case, 69 percent of the 230 respondents have chosen th i s 
answer. 
4.5 Location of Breakfast Taken 
Comparatively speaking, the percentage of respondents 
who eat breakfast outside i s just s l ight ly higher than the 
percentage of respondents who eat breakfast at home. 
Results show that 50 percent of the respondents have their 
breakfast outside while 43 percent of them eat at home. 
The choice "outside" includes respondents eating in 
restaurants or other food out le ts , in the workplace or on 
the way to work. Seven percent of respondents indicate 
t h a t half of the times they eat the i r breakfast at home and 
half of the times they eat outside. Figure 4.5.1 in the 
appendix shows the resul t on number of respondents eat 
the i r breakfast a t home and/or outside. 
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In addition, Table 3 in the appendix has been 
constructed to investigate the relationship between income 
level and location of taking breakfast so as to determine 
whether correlation exis ts between income and location of 
taking breakfast. 
For respondents who eat the i r breakfast outside, the 
maximum difference among three income groups i s only 5 
percent. Moreover, for respondents who eat the i r breakfast 
a t home, the difference between the three income groups i s 
11 percent. Thus, the difference in percentages of 
respondents eating at home/outside in di f ferent income 
level are not large enough to allow any major conclusion 
between di f ferent income groups and locations. 
4.6 Awareness of Breakfast Cereals 
About 74 percent of a l l respondents have heard of 
breakfast cereals. Figure 4.6,1 shows the resu l t . 
Results also show that the higher the educational level of 
respondents i s , the higher the level of product awareness. 
Table 4 in the appendix i s a cross-tabulation between 
educational level and product awareness. 
From the analysis, the percentage of respondents who 
have primary school education and have heard of breakfast 
cereals i s 47 percent whereas the percentage for those who 
have secondary school education i s 67 percent. Moreover, 
for those respondents who are university/polytechnic/ 
college graduates# the percentage jumps up to 86 percent. 
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FIGURE 4.6.1 
AWARENESS OF BREAKFAST CEREALS 
No. of R e s p o n d e n t s 
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Aware门ess of Breakfast Cerea l s 
Moreover, a two-way tabulation investigating the 
relat ionship between age group and product awareness 
reveals tha t more than 70 percent of respondents in each of 
the f i r s t three age categories ( i . e . the 16-19, 20-29 and 
30-39 categories) know breakfast cereals whereas about 40 
percent of respondents in each of the l a s t two age 
categories ( i . e . the 40-49 and 50 and over categories) 
know the product. I t seems that the younger generations on 
the whole have a higher awareness of breakfast cereals. 
Table 5 in the appendix shows the relationship between 
d i f fe rent age groups and awareness of breakfast cereals. 
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Results show that the higher the household monthly 
income i s , the higher the level of product awareness-
Table 6 in the appendix clearly shows that the highest 
percentage (81 percent) of respondents' awareness of 
breakfast cereals i s found in the "$40,000 or Over" monthly 
household income category. The "$20,000-$39,999" also 
receives a high percentage of 79 percent of respondents' 
awareness. On the other hand, only 60 percent of 
respondents' in the income group "$19,999 or Under" knows 
breakfast cereals. 
4.7 Attitude Towards Breakfast Cereals 
To t e s t respondents' perception and knowledge (part of 
the i r at t i tude) of breakfast cereals, respondents are asked 
to evaluate 6 statements on breakfast cereals. The 
respondents are shown a scale from 1 to 5 where 1 denotes 
"Agree" and 5 denotes "Disagree". Each respondent 
indicates the extent he or she agrees or disagrees with 
each statement by choosing one numeral out of five. 
The resul ts are shown in Table 7 in the appendix. 
According to the resul ts , respondents do not have much 
opinion on the price and tas te of breakfast cereals. I t 
seems that respondents on the average have insufficient 
knowledge of the product. This i s consistent with the fact 
that respondents rarely associate breakfast cereals with a 
healthy breakfast, especially when they are not so sure as 
to what breakfast cereals are. This may be due to the fact 
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that breakfast cereals have not been adequately promoted. 
While respondents rarely actively associate breakfast 
cereals with a healthy breakfast, most respondents do agree 
that breakfast cereals are nutri t ious breakfast and they 
are oats/wheat products. On the other hand, respondents 
tend to disagree that breakfast cereals are for westerners 
as the largest number of responses f a l l in the disagree 
category. Respondents also disagree that breakfast cereals 
are not f i l l i ng . 
4•8 Frequency of Eating Breakfast Cereals 
On the whole, only 1 percent of the 169 respondents 
.who have heard of breakfast cereals answered that they eat 
breakfast cereals every day. Seventy-one percent of them 
answered they never or almost never try breakfast cereals. 
These indicate that breakfast cereals have not been widely 
adopted by the respondents. Figure 4.8.1 in the appendix 
shows the resul t of th i s analysis. 
Table 8 in the appendix i s a two-way tabulation 
investigating the relationship between age groups and 
respondents' frequency of eating breakfast cereals. I t 
shows that about 50 percent of respondents in the age group 
of 16-19 never or almost never eat breakfast cereals, 
about 70 percent in the age group of 20-49 never or almost 
never eat breakfast cereals, and 0 percent in the age group 
of 50 or above eats breakfast cereals. I t shows that 
breakfast cereals are more popular among the teenagers. 
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The older people who are less receptive to new or western 
ideas or products in general have not adopted breakfast 
cereals• On the whole, the younger generations who are 
generally more educated and receptive to new things should 
be targeted at as the customers of breakfast cereals. 
"Nutritious" and "for a change" are the two reasons 
that respondents choose to eat breakfast cereals while 
"taste bad,
11
 "hard to prepare" and " just not the kind of 
food to eat in breakfast" are the major reasons why 
respondents do not choose breakfast cereals to eat in 
breakfast. This re f lec t s respondents' perception of 
breakfast cereals to date. I t shows that the respondents 
have not accepted breakfast cereals as the right breakfast. 
Consumer education aiming to bridge th is gap in perception 
may therefore be useful in marketing the product• 
That no respondents have cited "expensive" as the 
reason for not choosing breakfast cereals and that 
respondents on the average have no opinion on the statement 
that "Breakfast cereals are expensive" show that price of 
the product i s not a major concern for the respondents. 
This confirms that respondents do not conclude that 
breakfast cereals are expensive. I t also backs up the 
researchers' belief that good value for money is more 
important to Hong Kong people than just a cheap price. 
Figure 4.8.2 and Figure 4.8.3 in the appendix show some 
major reasons for respondents choosing /not choosing 
breakfast cereals as their breakfast. 
25 
4.9 Types of Media To Know Breakfast Cereals 
As expected, T.V, i s the primary choice of medium 
through which the respondents get to know breakfast 
cereals. More than 50 percent of those respondents who know 
breakfast cereals have got to know breakfast cereals from 
TV. This confirms that TV i s the most effective means of 
reaching potential customers. 
To date, only Kellogg's have used and is using TV 
advertisements for product promotion. This may explain why 
the brand has the highest to ta l and highest top-of-the-mind 
recal ls among the respondents. 
Thirteen percent of respondents mention 
"supermarket/taste testing" as the place/occasion, where 
they get to know the product. In addition, 
"fr iends/relat ives ," "magazine" and "have known the product 
from childhood" are some other choices that the respondents 
have picked in the interview. Figure 4.9.1 in the appendix 
shows the resul ts of th is question on media. 
Relationship between educational level and types of 
media that respondents get to know breakfast cereals has 
also been examined though the corresponding table is not 
included in th is report. The result shows that most 
respondents have got to know breakfast cereals mainly 
through TV regardless of educational level. 
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CHAPTER V 
ANALYSIS AND DISCUSSION ON BRAND AWARENESS AND BRAND CHOICE 
5.1 Brand Knowledge 
Regarding brand awareness, Kellogg's has the highest 
top-of-the-mind (34 percent) and highest to ta l recall(53 
percent). Besides Kellogg's, Quakers and Nestle are two 
other brands that the respondents reca l l . Five percent of 
the 230 respondents recal l unaided the brand name Alpen 
whereas only 2 percent of respondents can recall Weetabix 
without aid. Figure 5.1.1 shows the frequency of some of 
the major brands that respondents reca l l . 
Twenty-three percent of the 169 respondents who have 
heard of breakfast cereals do not know any brand. When 
asked to name the f i r s t and second brand they recal l , 18 
percent out of the same respondents cannot recall any brand 
of breakfast cereals they have ever come across. These 
show the low level of brand awareness for brands other than 
Kellogg's. I t suggests that brands other than Kellogg's 
f a i l to promote a dis t inct brand image for themselves. 
Again, th i s can be attributed to the fact that Kellogg's 
has advertised on TV while other brands have not. 
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FIGURE 5.1.1 
KNOWLEDGE OF BRANDS 
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5.2 Brand Purchase 
Results show that Kellogg
7
s i s the most bought brand. 
Among the 230 respondents, 41 percent of them claimed that 
they have purchased breakfast cereals before and 60 percent 
of these respondents said they purchase Kellogg's most 
often. On the other hand, 5 percent of these respondents 
mentioned Alpen and only 1 percent of these respondents 
named Weetabix. And there are 18 percent of respondents 
who cannot recal l any brand though they have purchased 
before. Only a few respondents answered Nestle or Quaker 
as the i r choice. 
i 
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When asked of the second most purchased brand, only 15 
percent (or 34) of the 230 respondents made an answer. 
Both Kellogg's and Alpen have been mentioned 6 times each 
by the respondents• Two respondents choose Weetabix as 
the i r answer. Figure 5.2.1 shows the number of respondents 
who have purchased breakfast cereals whereas Figure 5.2.2 
and Figure 5.2,3 show the re la t ive percentages of the more 
purchased brands. K e l l o g g i s the leading brand no matter 
the reference i s on the most purchased brand or the second 
most purchased brand. Only that an equal percentage (18 
percent) of respondents who named Kellogg's as the second 
most purchased brand also named Alpen as the second most 
purchased brand in the same question. 
FIGURE 5.2.1 
PERCENTAGE OF RESPONDENTS WHO PURCHASE BREAKFAST CEREALS 
No. of Re sponden t s 
100 I 94 
,务多？:、,:，: 、'::、• ‘ j：' >:、•；'-、：. 
oU 4¾¾¾¾¾¾^ 73 ‘ 
aa/^ w/‘、 •'："、>、‘ : 、 . . . 、 . . 、 A . . - . . , ..-“•., . . v . - . . 
60 “、。/ •--
二:々 、r«:/:Df .'、、、：‘厂,‘VA f—二•’ , . : : '、?'"•''《‘：〜,,•::《、''''• 
‘‘^ "'A-vk. ：‘^''‘；‘：、：广. v.-^.；；； •； -^¾.-v• • 、‘―乂、、:,》:/二(r•乂•彳• 
••••W-o-^'， .V,:/.•/'、〜'，'，…''、：，A. ,、 - ,、’ '。, r “心v'/.'.' z -i、' 
、 々 、 ' / : ' • ； ' 、 《 ； 二 • 二 ' ' ' 广 . • X':：< • „ r'•'‘ '二、 、‘；r、,、 、 、’•’ 
、’‘：： Y^ik^ f^ 、.‘游‘： 汐::〈’•、 ’ ： 二'―：’ 、 、 ； 、 
,,,/ 、j n .,>'•>、、、-, \ y a.<-v ；' s 、.， 'r、:•‘ v ； • < • ; ‘ • .. 
J , i' ^ ‘ ‘ ^X'-TA'。二二 ’,'>/-V、、 二' 、 n . 
M A ”:、。’-"々 "、: - 〜,• . ' 名 … 二 : 、 t < r V ':'、,：•、.’ ,、’‘ < ' . - - -
w r , ‘•’、： 二 ‘ '''、 •广叫‘'；/公’’、:/。〜 
j 今 *•'^‘；^ '•、'''*•、 ‘ 、，‘  '"a ‘“T'''/‘‘ 、-'» J-/’‘、•，••.’’''’，、 •1 • “：.. • y • •'*•'}/... - •• v-.. 
义赵：二、、‘,々 、；；•wk'-'f、"’ 、 ‘ w . • 
'广/>r''、：公 > 力 、 广 , - 广义么“’">,'、，： 、’、 、、.； “ 、< , 
Ort —- • ？ ‘ 二 : ' K 、 、 ' ; ' 《 ： , ' " ’ : : 二 " 、 - • /- ‘ ‘ • ; ‘ . ； • - . • 
'想/巧:C' /.¾)¾^  ：，/？广:":、‘.:• 
.爷："、、丄/：&广•.'、'!，,'，，〔:务4<<、,—、>''‘ - ： v. ,、<':、.:、‘。, ‘、、 〜H 、、’ 辦：汽‘、'’ , . / “ > '/、 ； 
q \ ' i,…•‘ ” 、‘ c “ , ‘‘ \ ： • ‘ “ ' I ,、 •、‘、• ^ ? n - J 
Did Not Answer Purchased Never Purchased 
Breakfast Cerea ls 
29 
FIGURE 5.2.2 
MOST PURCHASING BRANDS 
Kelloggs 60% 
& %： ‘ t ^ ^ ^ ^ B j j j j j j i m Others 5% 5 
Mark & Sp6fic拼 1% 
Weetabix 1% 
AlP6
Neit4 ^ ^ ^ ^ C a n n o t Reca,,航 
FIGURE 5.2.3 
SECOND MOST PURCHASING BRANDS 
Alpen 18% 
Weetabix 6% 叙 
^ ^ ^ ^ ^ ^ ^ ^ ^ ^ Kelloggs 18% 
Nest le 3% 
Quake r 9%
 l j
 ^ i 
Post 
Canno t Recal l 44% 
30 
"Taste" i s the most important cri terion used when 
respondents decide which brand of breakfast cereals to buy. 
Thirty-six percent of respondents have indicated that 
"taste" i s thei r most important consideration when choosing 
breakfast cereals. Overall, 62 percent of respondents have 
mentioned "taste" on their answers. Besides "taste ," 
"nutrit ion level, "availabil i ty" and "price" also are 
important c r i t e r i a . Sixteen percent of respondents choose 
"nutri t ion level" as their most important cri terion when 
choosing the brand of breakfast cereals while 12 percent of 
respondents choose "availabil i ty" as their most important 
cr i te r ion . Although few respondents have quoted "price" as 
the i r most important c r i t e r i a , 31 percent of respondents 
has considered "price
 11
 as an important criterion when 
purchasing breakfast cereals. Table 9 in the appendix 
shows some of the major c r i t e r i a that respondents use when 
purchasing breakfast cereals. 
From the analysis, i t i s quite clear that for food 
products, the most important cri terion that a consumer 
consider when purchasing any brand of breakfast cereals i s 
the tas te of the product i t s e l f . Besides "taste," the 
"nutrit ion level" of breakfast cereals i s also very 
important. Comparatively, respondents only put "price" and 
"availabil i ty" as lesser important c r i t e r i a . Results also 
show that respondents do not pay much attention on 
"advertising" to make their brand choice. 
Table 10 in the appendix shows the relationship 
between respondents choosing Kellogg's and major cr i te r ia 
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that respondents choose when purchasing th is brand. 
Kellogg's i s the only brand chosen for such an analysis 
because very few respondents have purchased the other 
brands. Moreover, Kellogg's i s the most chosen brands and 
as a resul t , the respondents‘ behaviour in purchasing 
K e l l o g g i s very similar to respondents' purchasing 
behaviour in any breakfast cereals• From the resul t , i t 
seems that respondents like the "taste" of Kellogg
7
s 
products• Moreover, i t s "nutrition level," "price" and 
"availabil i ty" also are the major considerations of 
respondents in purchasing Kellogg's. 
Since only 32 respondents have answered. the question 
"brands that purchase second most often" in question 20, 
the resul t generated from the two-way tabulation between 
brand purchased second most often and cr i te r ia on 
purchasing the brand i s thus insignificant. 
5.3 Information Search Before Purchase 
For respondents who answer the question on information 一 
sources before purchase, those who read information on the 
package before purchase make the largest group. This shows 
that the package of the product i t se l f i s an useful channel 
of providing information. 
Of the 91 respondents who answered th is question, 47 
percent of them said they read the information on the 
package. Another 32 percent of respondents said that they 
did not collect any information before purchase. The 
resul t of th i s question i s shown in 5.3.1 in the appendix. 
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Table 11 in the appendix shows the relationship 
between the brand chosen and information search before 
purchasing. I t i s shown in the table that in Kellogg's 
case, 47 percent of respondents look at the information on 
the package before purchasing while 35 percent of 
respondents do nothing before they purchase Kellogg
7
s. As 
for the other brands, the respondents' major information 
search also l i es in reading the information on the package. 
Results also show that print information in magazine 
and newspaper has not been an effective means to pass on 
product and brand information to consumers. 
The researchers have also done a cross-tabulation to 
see if there i s any relationship between educational level 
and the sources of information respondents would obtain 
before purchasing. The resul t , though not shown in th is 
report, turns out that most respondents, regardless of 
educational level, usually either read the information on 
the package or do not obtain any information before 
purchasing. 
5.4 Relationship between Buver and User 
Question 23a and 23b of the questionnaire attempt to 
find out the relationship between buyer and user of 
breakfast cereals. Table 12 in the appendix shows th is 
relationship. From the table, i t i s quite clear that the 
majority of the purchasers are the respondents themselves 
and they are also the end user of the breakfast cereals 
products. This echoes the resul ts of question 13 in which 
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a majority of 48 percent of a l l respondents do not have any 
other family members who eat breakfast cereals. These 
suggest that breakfast cereals have not been adopted as a 
、family' product among the Hong Kong Chinese. 
Because of the small sample size, i t i s d i f f i cu l t to 
draw a conclusion as who are the main helper in brand 
choices' decision making. 
5•5 Awareness of Weetabix and Alpen 
Besides the 2 percent of respondents that can call out 
the brand name without aid, there are an additional 12 
percent of a l l respondents said that they have heard of 
Weetabix when the researchers showed them the name and 
another 14 percent of respondents remember that they have 
seen the package before when the researchers show the 
package • Figure 5.5,1 i s a summary of the awareness of 
Weetabix• 
FIGURE 5.5.1 
AWARENESS OF WEETABIX 
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s case, in addition to the 5 percent of 
respondents who can name.the brand without aid, there are 
14 percent of respondents who claimed they have heard of 
the product when the brand name was shown. Moreover, 
another 17 percent of respondents recalled the product when 
they saw the package. Figure 5.5.2 i s a summary of the 
respondents' awareness of Alpen. 
FIGURE 5.5.2 
AWARENESS OF ALPEN 
Recall w/Pack . Shown 17% 
T p T T T ^ ^ Recall w /Name Shown 14% 
Recall without aid 5% 
C a n n o t Recall 64% 
On the whole, brand awareness of Alpen and Weetabix is 
not high" among the respondents. In general, Alpen has a 
I 
higher recal l than Weetabix. 
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One interesting point the researchers observe during 
the interviews is that respondents who can recall Kellogg 
often recal l the cartoon figure on the box (including the 
t iger , the chicken or the ‘monkey used) f i r s t . I t shows 
that these cartoon figures help in brand identification and 
recal l . Moreover, the researchers discover that the 
Chinese brand name of Kellogg's i s very popular among the 
respondents whereas those of Alpen and Weetabix are not. 
When asked whether they have heard of Alpen and Weetabix, 
most respondents cannot recall the two brands even when 
thei r Chinese brand names are mentioned. 
Table 13 and Table 14 are constructed to find out if 
there i s any relationship between respondents' household 
income and awareness of Alpen and Weetabix. From the 
tables, 28 percent of the 230 respondents can recall 
Weetabix with or without aid whereas 36 percent of a l l 
respondents can recall Alpen with or without aid. Income 
is shown to have some influence in determining respondents' 
awareness of the two brands. Results show that the higher 
the monthly household income i s , the higher the percentage 
of awareness for either brand. 
This shows that Alpen and Weetabix are less known 
among the lower-income households. Results also confirms 
that brand awareness i s the pre-requisite for product 
t r i a l s . 
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TABLE 13 
MONTHLY HOUSEHOLD INCOME AND 
RESPONDENTS' AWARENESS OF WEETABIX 
Total Number of Respondents : 230 
With Aid 
Respondents 
Row % Recall Recall Recall Cannot Total 
Without Brand Package Recall 
Aid Name Shown 
Shown 
Income 
$19,999 0 4 5 63 72 
or under 0% 5% 7% 88% 31% 
$20,000- 3 12 21 70 106 
$39,999 3% 11% 20% 66% 46% 
$40,000 2 11 6 33 52 
or above 4% 21% 12% 63% 23% 
Total 5 27 32 166 230 
2% 12% 14% 72% 100% 
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TABLE 14 
MONTHLY HOUSEHOLD INCOME AND 
RESPONDENTS' AWARENESS OF ALPEN 
With Aid 
Respondents 
Row % Recall Recall Recall Cannot Total 
Without Brand Package Recall 
Aid Name Shown 
Income Shown 
$19,999 1 4 9 58 72 
or under 1% 5% 13% 81% 31% 
$20,000- 4 15 25 62 106 
$39,999 4% 14% 24% 58% 46% 
$40,000 6 14 4 28 52 
or above 12% 27% 8% 54% 23% 
Total 11 33 38 148 230 
5% 14% 17% 64% 100% 
5.6 Respondents, Opinions on Alpen and Weetabix 
Among those respondents who have heard of either 
Weetabix or Alpen or both, about 50 percent of them have 
actually t r i ed the two brand of breakfast cereals. Table 
15 i s a cross-tabulation table showing the number of people 
Who have heard of the two brands versus the number who have 
actually t r ied them. Figure 5.6.1 and Figure 5.6.2 show 
the opinions on the two brands of breakfast cereals. From 
the figure, i t i s quite clear that Alpen has received a 
more favourable opinion than Weetabix. But on the whole, 
response towards the two products is mixed, including 
"taste good,“ "average" and "taste bad." More than 50 
38 
percent of respondents said Alpen has a good taste whereas 
less than 25 percent of respondents said Weetabix i s tasty 
breakfast cereals. 
TABLE 15 
RESPONDENTS' AWARENESS OF WEETABIX/ALPEN 
AND TRIAL OF WEETABIX/ALPEN 
Total No. of Respondents : 230 
No• of Respondents Taken Weetabix / Alpen 
Respondents 
Row % Never Tried Tried Tried Total 
Weetabix Alpen Both 
No. of 29 15 6 14 64 
Respond. 45% 23% 9% 22% 28% 
Heard of 
Weetabix 
No. Of 152 0 14 0 166 




NO. Of 40 8 20 14 82 
Respond. 49% 10% 24% 17% 36% 
Heard of 
Alpen 
No. of 141 7 0 0 148 
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As the prices of Alpen and Weetabix breakfast cereals 
do not d i f fe r significantly from those of the other brands, 
price i s not a determining factor affecting brand choice. 
Results of the survey also show that respondents of 
different income level are not deterred by price 
consideration from eating breakfast cereals. Rather, as 
mentioned in the discussion, Hong Kong people nowadays 
treasure good value for money more than just a cheap price, 
especially when the level of affluence of this society has 
generally increased• 
Part of the reason for Kelloggdominant market share 
could be attributed to the fact that i t has quite a good 
variety of breakfast cereal products. To increase i t s 
market share and to a t t rac t more customers, Friesland Foods 
Limited should consider introducing more varieties of 
breakfast cereals into the local market. As taste i s shown 
to be an important cri terion for purchasing breakfast 
cereals and deciding on the brand to buy, Friesland Foods 
Limited should introduce some more tasty ones into the 
market. A greater variety of f ru i t s with mild sweet taste 
(such as strawberry, corn, pineapple and banana, etc.) in 
different combinations can be introduced. This can 
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increase the brands' attractiveness for those people who 
would eat breakfast cereals for a change. 
While the minds of a lot of respondents associate the 
cartoon figures on the box of the product to the brand 
Kellogg's, Friesland Foods Limited should design and 
include some kind of flashy logo or signature phrases (such 
as "Alpen breakfast cereals: your healthy and nutritious 
breakfast" or "Alpen has a l l the energy, protein and 
carbohydrates you need for the day") on the boxes of the 
products to help customer identification of the brand and 
to a t t rac t their attention. As discussed, brand awareness 
and identif ication are the pre-requisites for product t r i a l 
and purchase. 
Similarly, Friesland Foods Limited should give more 
interesting Chinese brand names to their breakfast cereals 
so that customers can remember these brands more easily• 
This suggestion i s made because respondents actually ask 
for the Chinese names of Alpen and Weetabix when asked 
whether they have seen or heard of the two brands. And the 
Chinese names of Alpen and Weetabix seem to make no 
impression on them even when they are mentioned. In th is 
respect, consumers can be asked to take part in giving 
Alpen and Weetabix their new Chinese names by a ^Naming 
Contest' . This can stimulate consumers' interest and 
increase thei r awareness in Alpen and Weetabix breakfast 
cereals while the products get promoted at the same time. 
The researchers have noticed that on the box of 
Weetabix i s printed in nine languages the following: 
42 
"Whole wheat, malt extract, sugar, sa l t , lOOg gives 
you: Energy, Protein, Carbohydrates••••" 
Instead of providing th is in very small let ter ing as 
information to the consumers, Friesland Foods Limited may 
apply some creat ivi ty to turn i t into a sell ing point 
written in bold and catchy typeface even on the sides of 
the box to a t t rac t customers' attention as a lot of 
respondents do look at the box for more product 
information. 
Convenience pack of 50g can be created to increase the 
level of convenience consumers have in carrying and using 
the product. I t can also induce more product t r i a l s as the 
level of r isk of trying i s perceived to be lower as 
consumers need only pay a few dollars for a convenience 
pack. According to resul ts of the survey, sl ightly more 
than 50 percent of respondents have their breakfast 
outside, which include at the workplace and on the way. As 
most respondents skip breakfast because they have no time 
or want to sleep more, convenience packs of breakfast 
cereals and milk can address the need of these people who 
have to arrive at the office on time but who can have their 
breakfast in the off ice . Moreover, these individually 
wrapped convenience packs are more hygienic and can 
preserve the freshness of the breakfast cereals. 
Some respondents pointed out that eating breakfast 
cereals i s rather troublesome because they cannot eat i t 
without milk, and milk i s not always available in their 
refr igerators . Friesland Foods Limited can therefore 
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promote the i r breakfast cereals with promotional cereals-
cum-milk packs, that i s a 50g cereal pack bundled with a 
250ml box of milk. These packs would be extremely 
convenient to consumers who work. The idea of cereals-cum-
milk packs can also benefit another product distributed by 
Friesland -the Dutch Lady Milk, in that the la t t e r is also 
promoted simultaneously. 
Besides TV, promotion and tas te tes t s held at 
supermarkets i s the second most important channel through 
which respondents get to know breakfast cereals. To induce 
product t r i a l and to promote product awareness, i t is 
therefore important for the consumers to have a feel of the 
product. In th i s l ight , giving out samples (or sampling) 
will be effective in inducing product t r i a l and promoting 
product and brand awareness. But the researchers suggest 
that tas te t e s t at supermarkets and sampling should only be 
done for Alpen because i t i s the more tasty and the better 
received one of the two. Since Weetabix i s not a tasty 
product, tas te t e s t s which work to win customer purchase by 
tas te i s not the suitable or the wise way to promote the 
product• 
As th i s study proves that television advertising is 
the most effective means of building brand awareness, 
Friesland Foods Limited should also use television 
advertising to promote i t s breakfast cereals • Objectives 
of TV advertising can include product and brand awareness 
building, consumer education of product benefits and the 
message that Alpen and Weetabix breakfast cereals are both 
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nutri t ious and healthy breakfast. 
The marketer can s t a r t with promoting the naming 
contest on the TV. One TV advertisement will be needed for 
each brand. In each advertisement, the marketer should 
get across the message on the product‘s origin, i t s 
nutri t ious ingredients and that i t i s therefore a healthy 
breakfast. The second part of each TV ad will be the same 
by announcing that Alpen and Weetabix now invite consumers' 
participation in giving the two brands their new Chinese 
names. Consumers will also be told that they should refer 
to advertisement in newspapers (a relatively cheaper 
medium) for more deta i ls . But i t is important that the 
Great Prize (such as a tour to Japan) must be announced in 
the TV advertisement to stimulate interest . 
In the second phase, Friesland Foods Limited should 
announce the resul t of the naming contest by TV and 
newspaper advertisement. This will form the f i r s t part of 
the TV advertisement for the second phase. The second part 
of the advertisement will reinforce customers
#
 awareness of 
the product benefits bui l t in the f i r s t phase, such as 
Alpen breakfast cereals contain no fat and some no sugar, 
and they supply fibres which aid digestion and the amount 
of vitamins, protein and energy that a person needs 
everyday. 
Expert opinion such as recommendations from Doctors 
can be used in TV advertisements in the third phase to 
confirm the healthy and nutrit ious image of the products. 
Or celebrity of a healthy image may share his/her 
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experience in adopting and benefiting from breakfast 
cereals. In these advertisements which may run in the same 
phase, the advertiser can either play down the tas te aspect 
of Alpen and Weetabix breakfast cereals and highlight the 
healthy and nutri t ious aspects• Or the advertiser may 
emphasize that the benefits of i t s products override the 
mild tas te of them. In the three phases, simple surveys 
can be used to monitor consumer response to these 
advertisements to see if the intended messages have got 
across. 
Distribution of product defini tely affects i t s 
avai labi l i ty . While Alpen and Weetabix are on the shelves 
of major supermarkets, they are not available under the 
breakfast category in any fas t food chains or restaurants. 
To f ac i l i t a t e their avai labi l i ty to breakfast eaters, 
Friesland Foods Limited may negotiate with Fairwood Fast 
Food Chain to exclusively serve Alpen and Weetabix to 
customers• The inclusion of Alpen and Weetabix breakfast 
cereals onto the breakfast menu of th is fast food chain 
serves to promote product and brand awareness and the fact 
that breakfast cereals are one choice of daily breakfast. 
Consumers who have their breakfast in fast food stores will 
possibly t ry breakfast cereals for a change if they are 
available. 
Fairwood fast food chain i s suggested because i t i s in 
the competitor position relat ive to Cafe de Coral. In i t s 
hope to have something above and over Cafe de Coral, i t i s 
more likely for Fairwood to take on a new product which 
46 
will add to i t s breakfast variety. To implement the idea, 
a p rof i t margin acceptable to both Friesland and Fairwood 
must be negotiated• The sell ing price of the 、breakfast 
cereals breakfast
7
 at Fairwood's fas t food stores should be 
the same as other set breakfast on the menu so as not to 
compete against Fairwood's own breakfast products with 
price. Fairwood provides the space and utensils while 
Friesland will take care of the promotional ac t iv i t ies (TV 
advertising or point-of-purchase bunting, e t c . ) . Alpen 
breakfast cereals should be the ones chosen for this plan. 
To widen distr ibution, Friesland Foods Limited can 
also se l l thei r products through the convenience stores. 
These stores are suggested because of the high level of 
convenience they offer to people who live or work in their 
neighbourhood. More and more people are shopping at the 
convenience stores because they are near and are the 
exclusive distr ibutors for some products• People also go 
to convenience stores for microwaved breakfast and other 
delicacies. To include them as distribution channels 
simply provides the consumers with another chance to be 
exposed to the breakfast cereals products• As people 
usually shop in small quantity in convenience stores, the 
small bundled cereal-milk packs should be chosen for 
distr ibution through these stores. 
According to Mr. Pang, Weetabix i s being promoted as 
a baby food for babies six months or older. This is a new 
position of the product alongside i t s current position as 
nutri t ious breakfast. To back th is new position or new use 
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of Weetabix, Friesland should attempt to get Weetabix 
displayed in the baby food category in most supermarkets 
and drugstores, especially Wellcome, Park‘n Shop, and 
Watsons. To f ac i l i t a t e negotiation for these shelf spaces 
with the buying offices of these store f Friesland need 
f i r s t to secure doctors' recommendation for the product. 
Friesland must also prepare to back th is new position up 
with TV advertising so that the supermarkets and drugstores 
will be more willing to stock the product and provide more 
shelf space in the baby food category. Friesland can also 
t ry sampling the product in hospitals and cl inics , just 
like what manufacturers of infant formula do to promote 
thei r products• 
But f i r s t things f i r s t , Friesland Foods Limited must 
establish a dis t inct image for i t s breakfast cereals 
products and be ready to support the products with 
advertising before i t attempt to secure a much wider 
distr ibution for them. 
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CHAPTER VII 
LIMITATIONS AND SUGGESTIONS 
7.1 Limitations of the Study and their Implications 
For the research study, several limitations have 
either been assumed before the questionnaire i s designed or 
been encountered during the survey and Friesland Foods 
Limited i s advised to be aware of the following 
limitations. 
1. This research project i s designed to examine the 
at t i tude of Hong Kong Chinese towards eating breakfast 
and in particular eating breakfast cereals. 
Expatriates and other non-Chinese residents are not 
included in th i s research. 
Breakfast cereals are products from the West and are 
much more popular among the Westerners. Expatriates 
in Hong Kong generally have high purchase power and 
are more inclined to t ry and buy different products. 
Therefore, i f these people were included in the 
survey, product and brand awareness as well as a 
product purchase among the respondents should be 
significantly higher. 
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2. The limited, sample size i s a major limitation of the 
study. The limitation i s considered a major threat in 
analyzing the brand purchase part of the survey since 
only 90 (or 39 percent) out of the 230 respondents 
have purchased some brands of breakfast cereals 
before. As a resul t , the researchers have not been 
able to draw a s t a t i s t i c a l l y significant conclusion on 
the relationship between the brand of breakfast 
cereals purchased second most often and the cr i te r ia 
used in choosing the brand. Similarly, because of 
the small number of respondents who answer the part on 
brand choice and brand purchase, no significant 
conclusion has been drawn as to who the main helper 
are in brand choice decision making. 
3. For a complete questionnaire # the researcher would 
usually need about 12-15 minutes to f inish. 
Sometimes, respondents would be in a hurry and thus 
unwilling to spend too much time on the survey. As a 
resu l t , data collected from these type of respondents 
may be biased and may not most truly ref lect 
respondents at t i tude towards breakfast or breakfast 
cereals. 
For instance, halfway through the interview, some 
respondents become impatient and th is may have 
prompted them to hold back and say no to questions on 
brand purchase and brand choice even they may have 
purchased one or two brands of . breakfast cereals 
before. The effect of th i s problem is the researchers 
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have less data to work on. But according to the 
researchers' observation, i t has not been a major 
problem. 
4. Although the location of the f ie ld s i tes are carefully 
selected to represent the target population of the 
research, due to time and sample constraints, only one 
supermarket i s chosen in each d i s t r i c t . Therefore, 
noncoverage errors in terms of fai l ing to include some 
units of the defined population may arise in th is 
case. 
But such noncoverage errors are not significant in 
affecting the resul ts of th i s research as care has 
been taken in choosing the five supermarkets, most 
v is i tors to which are el igible research targets. 
5. The researchers have encountered some d i f f icu l t ies in 
conducting questions on respondents' perception of 
breakfast cereals in the questionnaire to those 
respondents who are either elderly or have received 
primary education only. Though the researchers have 
t r ied their best to explain clearly the meaning of the 
pseudo-interval ( i . e . the 5 point scale where 1 
denotes "Agree" and 5 denotes "Disagree") to the 
respondents, the researchers do not know if the 
respondents ful ly understand the procedures. Thus in 
th is case, interviewees' bias on responses to these 
questions i s inevitable• Yet, on the whole, 
respondents tend to be less sure about the extent to 
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agree or disagree ( i . e . between choosing 1 and 2, or 
between choosing 4 or 5) with the statements rather 
than whether they agree or disagree. 
7.2 Suggestions for Further Research 
As one major limitation of th i s survey is i t s sample 
size, another survey involving a larger sample si2e may be 
conducted (with more time and resources that could be 
afforded by the company) to generate more significant 
resul ts for questions in Part Three of the same 
questionnaire ( i , e questions on brand purchase and brand 
choice). 
This may be done by the inclusion of a sl ightly 
modified questionnaire (for instance, the questionnaire 
will be undisguised and the researcher will be Friesland 
Foods Limited) in the boxes of Alpen and Weetabix breakfast 
cereals for customers to f i l l in and mail back. Some types 
of incentive such as cents-off coupons should be given to 
encourage customer response. 
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APPENDIX 1 
QUESTIONNAIRE (ENGLISH VERSION) 
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 Part of my academic requirements, I am doing a research 
project on Hong Kong People's att i tude towards breakfast. 
a. Are you over 16 years old? 
(Ask respondent only if necessary) 
Yes (Go to Part 1) 
No (Terminate interview at th is point if refused. Thank 
respondent) 
Part 1: Attitude Towards Breakfas-h 
1. Do you think breakfast i s important? 
Yes No 
2. How important/unimportant do you think breakfast is? 
(Show scale) 
Very Not 
Important Important At All 
1 2 3 4 
3a. How often do you eat breakfast? 
a) Every day b) Most days 
c) Only a few days a week d) Only a few days a month 
e) Never or almost never (Go to Q.3c) 
3b. Why do you eat breakfast? 
a) Health b) Nutritious 
c) Hungry d) Family Culture 
e) Others: 
3c. Why do you skip breakfast? 
a) No time 4 b) Inconvenient 
c) Sleep More d) No need to eat breakfast 
e) Too Expensive f) Others: 
4. What do you think constitute(s) a healthy breakfast? 
54 
(For those respondents who answer "Never or almost never" 
eat breakfast in Q.3a, skip the following questions and q o 
to Part 2) ^ 
5a. What kind of breakfast dp you eat most often? 
a) Congee b) Sandwiches / Bread / Toast 
c) Fruit d) Ham / Bacon / Sausage 
e) Salad f) Breakfast Cereals 
g) Rice h) Egg 
i) Noodles j) Others: 
5 b
- Why do you choose th is kind of breakfast? (Can have more 
than one answer) 
a) Nutritious b) Good taste 
c) Easy preparation d) Economical 
e) Family tradit ion f) Good value for money 
g) Doctor's advice h) Convenient 
i) Prepared by others j) others: 
6a. What kind of breakfast do you eat second most often? 
a) Congee b) Sandwiches / Bread / Toast 
c) Fruit d) Ham / Bacon / Sausage 
e) Salad f) Instant Breakfast Cereals 
g) Rice h) Egg 
i) Noodles j) Others: 
6b. Why do you choose th is kind of breakfast? (Can have more 
than one answer) 
a) Nutritious b) Good taste 
c) Easy preparation d) Economical 
e) Family tradit ion f) Good value for money 
g) Doctor
7
 s advice h) Convenient 
i) Prepared by others j) Others: 
7. Do you eat your breakfast at home or outside? 
a) At Home b) Outside 
Part 2: Attitude towards Breakfast Cereals 
8. Have you ever heard of breakfast cereals? 
Yes No (Go to Q.24a) 
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9
- What do you think breakfast cereals are? 
Please indicate how much you agree or disagree with the 
following statements about breakfast cereals. (Show scale) 
Breakfast cereals are 
Agree Disagree 
a) Expensive 1 2 3 4 5 
b) Oats / Wheat products 1 2 3 4 5 
c) Nutritious breakfast 1 2 3 4 5 
d) Tasty 1 2 3 4 5 
e) For Westerners 1 2 3 4 5 
f) Not f i l l i ng 1 2 3 4 5 
10- How often do you eat breakfast cereals? 
a) Every day b) Most days 
c) Only a few days a week d) Only a few days a month 
e) Never or almost never (Go to Q.12) 
11- Whv do you eat birea.kfa.st cereals? (Can have moire than one 
answer) 
a) Nutritious b) Doctor's Advice 
c) Taste Good d) For a Change 
e) Easily Prepare f) Less Expensive 
g) Curiosity h) Others: 
12. Why do you not eat breakfast cereals when you do not eat or 
eat something else? 
(Can have more than one answer) 
a) Too Expensive 
b) Hard to Prepare 
c) Taste Bad 
d) Do not have the habit of eating breakfast 
e) Just not the right kind of food to eat in breakfast 
f) Others: 
13 . Do any other family member(s) living with you eat breakfast 
cereals? ‘ 








. b) Radio 
c) Newspaper d) Magazine 
e! Doctor f) Friends / Relatives 
g) Signboards at MTR stations h) Others 
P a r t 3
: Brand Awareness And Brand Choirs 
15. What brand of breakfast cereals do you know? 
16. Do you know another brand? 
17
• Have you ever purchased any breakfast cereals? 
Y e s
 No (Go to Q.24a) 
18. Which brand do you purchase most often? 
19a- What i s the most important cri terion used when choosing 
th is brand? (Show choices) 
b. What i s the second most important criterion? 
c. What i s the third most important criterion? 
(Record in order of importance) 
a) Nutrition Level ( ) b) Taste ( ) 
c) Availability ( ) d) Advertising ( ) 
e) Appearance of Product ( ) f) Price ( ) 
g) Doctor's Advice ( ) h) Appeal to children( ) 
i) Sugar Content ( ) j) Other Family Members
r 
Opinion ( ) 
k) Brand Name ( ) 1) Others: 
20. What brand do you purchase second most often? 
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21a. What is the most important cri terion used when choosing 
th is second brand? (Show choices) 
b. What i s the second most important? 
c. What i s the third most important? 
(Record the order of importance below) 
a) Nutrition Level ( ) b) Taste ( ) 
c) Availability ( ) d) Advertising ( ) 
e) Appearance of Product ( ) f) Price ( ) 
g) Doctor's Advice ( ) h) Appeal to children( ) 
i) Sugar Content ( ) j) Other Family Members
7 
Opinion ( ) 
k) Brand Name ( ) 1) Others: 
22. How did you get information on the brand(s) before purchase? 
(Show Choices) 
a) Read the information on the package 
b) Details from doctors, friends or relat ives 
c) Information from print advertisement. 
d) No information collected before purchase 
e) Others: ^ -
.23a. Who is / are the enduser(s) of the purchase product(s)? 
(Can have more than one answer) 
a) Myself b) Spouse 
c) Children 
23b. Who helps decide which brand to buy? (Can have more than 
one answer) 
a) Myself b) Spouse 
c) Children 
(Ask Q.24a only if respondent did not mention Weetabix in 
Q.15 and Q.16. Otherwise, skip to Q.25) 
24a. Have you ever seen / heard of the brand Weetabix? 
Yes No 
Weetabix ""“) (Go to Q.25a) ( ) (Go to Q.24b) 
24b. (Aided: Show Weetabix
7
s box) 
Have you ever seen / heard of th i s brand? 
Yes No 
Weetabix ( ) ( ) 
(Ask Q.25a only if respondent did not mention Alpen in Q.15 
and Q.16. Otherwise, skip to Q-26) 
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25a. Have you ever seen / heard of the brand Alpen? 
Yes No 
Alpen ( ) (Go to Q.26) ~ ) (Go to Q.25b) 
25b. (Aided: Show Alpen's box) 
Have you ever seen / heard of th is brand? 
Yes No 
Alpen ( ) 厂 ） 
26• Have you ever t r ied Alpen / Weetabix? 
a) Never (Go to Part 4) b) I have tr ied Weetabix 
c) I have t r ied Alpen d) I have tr ied both 
27. What do you think about Alpen / Weetabix ？ 
Part 4: Demographics 
28. Sex : Male Female (Recorded by Interviewer) 
29. What i s your marital status? 
Single Married Separated 
Divorced Widowed 
30. How many family members live in your household, including 
yourself? 
31• Which age group do you belong to? 
16-19 20-29 30-39 
40-49 50 or Above 
32. What i s your occupation? 
Student Professional Manager/Supervisor 
Housewife Executive Clerk/Secretary 
Blue Collar Lecturer/Teacher Others: 
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3 3
 • ！ o ^ H i t h® 2 1 ^ 0 ^ 1 ^ categories best indicates your 
monthly household income? 
$10,000 or Under $10f001-$19 999 
$20,000-$29,999 .$30,000-$39!999 
$40,000-$49,999 $50,000 or Above 
34. What is your educational level? 
Primary School 
Secondary School 
Technical Institute/Commercial School 
University/Polytechnic/College 
Postgraduate 







• 紗 ！ 豸 化 俜 f i ^ )¾ ^ r n -i m i 你 f t,砟？3 u it伪-针伙苏他 
、 希 - 个 关 始 嗜 凉 人 動 澤 省 悠 茂 嘅 新 ^ . 
i ^ ^ ^ n ^ m ^ ^ . f m m i ^ ^ f o 
L 嫁 铭 為 年 笮 重 吮 . 7 l、f 唁t、參 
么 有 錄 重 f / 锋 t f ' i 啰 f ( r k ^ M ^ A i m u i r p m 
外嚀重要 
/ Z 3 十 
⑷ 身 s 般 d) M h ^ t 
cc) - W ^ W ' k a d).-肩 I t ^ ^ 
(t) ^ t ^ l ^ ^ f t ( i l iM -
⑷ 鄉 ( h 
(c)和馆 U)序/fe唷小tof峽 . 
(<i) fAtj - . 
允 S x ^ H ^ f r t i - ？ • 
^ ^  ；q tkj 
u ) 从 
(e) ^ t . ] ( f ) 
\ . 
(J)A^ 0?)難 I 、 
⑷ /重面 ( j ) t . ^ ' -
力 . � n g f i p n , % ， ( n H i B ^ l ) 
⑷亨、f来 d)妨咏 
re) /I^Ef f! 沪 推 • 
(J) ^  t ^ t ⑷]使 
a) 1 人 t 砹 (j) P ^ ^ 
“ j • 欠 得 軚 j t f e 舒 傲 彳 急 f 。 
u)史杲 
re) ‘ 
t p i l … 錄 蛋 . 
a)M • i j ) V ^ ‘_ ： . 
U. 辦 \ t 7 ¾ 屻 噍 7、 LA务y遇-ri) 
(a) a) 
C C ) ( d ) 
(p ^ ^ 
‘ ( l ) •有乂 轻逻 (P f 杷 : “ -
7. ^ 4 /1^¾ * ^ f % ^ ？ 
7. 得 有 冲 吖 遞 诈 餐 叙 狨 嚯 二 ” 7 f 
臂 i f . I I ‘ _ 碑 , 零 同 f e e 講 德 . 
. 柏 、 械 6 3 
小麥泰二 / Z 3 + .〜― 
( c ) / A % ^ \ ^ ^ / z 3 牛 . J - ： 
咪 I . ^ 3 斗 r 
U) ^ L ^ ^  I z 3 斗 
(p n ^ ‘ / Z 3 斗 r 
⑷ m . <b 
% % \ K 9 ) 树 
1) ^ ^ ( I ) t ^ - -
、給餅你吋令/^H食年餐勃鞑嚯；？钌钯釋7 -
u) cp t ^ 、 - -
f . 
穴 麥 狄 . 崎 鉍 统 
I番港中文大學圆書綰殺書 
丨L伤竹斧者知啫l/zf ？ 6 4 
— • 、 
/7- 4 4 l i i i ^ ^ M m t ^ % ： 有 




⑷ ^ t M a C ) (b 4x1 C ； 
多芩、f列 ( ) ‘ 作朱 c ) 
“ ) % Mml ( .) rf“赠 ( ) 
( f / ) S 实，、所f ( ) (i) ^ n^Ji d l ^ S ^ ^ C ) 
u) ( ) //)戈怂屋啦又黠謭 （ ) 
a) h,各 ( ) c ) 
• n叹^ m f , • 种 f T ^ t ^U _ 早 衮 釤 铴 嚯 & f 
Mi 喝 笑 辨 I m 畤 鯈 : t 野 作 舉 i f • : ( 颇 
锊） v ‘ 
- t A W ( ) ⑷ 哧 这 … （ ) 
cc) ( ) (樣 i , : 一 > . 
⑷ 寿 工 硐 禕 ‘ ^ ) (f“嚇 ( I 
- C ) ( ) 
(z)斩妨褢伙 C ) q) f他摩金义黟猜 （ ） 
d) ^^ ( ) ⑷笑杷： ^ L ) 
z z - i m f ^ m ^ i ^ r m ^ ^ i 擔 似 作 ？ 
(^i % 
〜)^ i、t 盡上 
a) i /P U % ^ ^ f 
U) 
“)童/叱 二 ： 
65 
列 取 作 i f 俏 贪 噍 啲 早 ％ 穀 殺 • 烧 呢 / 多 遇 叫 ) 
( 久 ) ^ Mt b 
过硐 % 寺 ^ l i t ^ - U i 嚟 、 f 嘅 / ( t 冬 j 逾 - i ; 
。）噜己 “）配八而 
( H n v ^ ^ i t k j ^ ^ ( k j l ^ ^ I ^ U M ^ Q ^ ^ . t M ^ i ^ ) 
外 t . 侧 ^ i f / m iv^uk/x 鳴 f 脾 子 儆 年 , a t J i ？ , 
Weetab^ ^ ( ) ( 1 f ( 
》H. (fl?--似承丨似厶“•畲) 
时得育項見过卜斤过p足噠特 f 吆 
i^Hai^ 对 （ ） 有（ ） 
9 i > 、 卬 有 有 見 过 / 崎 过 噙 哆 枓 P 既 〒 急 、 f e S t 品 呢 ？ 
‘ M / u y , ) ( ^ t m ^ ) i t ) 
As! 
n俏埼%見適Af过唤fiH呢, 
( ¾ ¾ (b i ^ t t t a ^ 
外 ^pt M A見产/^uuAa騐咙: 
I 
、多 女 [^^7¾¾ 7b W 
麵 姆 ’ 棚 牧 、 次 ： . I f / g 碑 / 7 / ¾ / ¾ 膊 / 錄 寞 
% 
。 糸本 
— ; 类、卜 
U / y ^ ' if ~ f “U，h - 0^9 0-^ ^ 
一 / ^ / , i- YM a^ '(P g 
.,於化杯、；，召 l/YX/1 \ p急 ％ ^y^l ！奏公 
秦 ^ / 1 ¾ l y n i r , I f t 
J
— / 一 ^ v 
咖 ； 
Tr、.丨尨'2S- “七 一 




ONE-WAY TABULATION TABLES 
68 
APPENDIX 3 
FREQUENCY TABLES FOR QUESTIONS 
IN THE QUESTIONNAIRE 
Q1 Do you think breakfast i s important?' 
Value Label Value Frequency Percent 
Yes 1 203 88.3 
No 2 27 11.7 
TOTAL 230 100.0 
Q2 How important/uniraportant do you think breakfast is? 
Value Label Value Frequency Percent 
Very Important: 1 106 46.1 
2 94 40.9 
3 24 10.4 
Not Important at a l l 4 6 2.6 
mm mam mmm ^ mm ^ m mmt mmm ^m mm w 
TOTAL 230 100.0 
Q3a How often do you eat breakfast? 
Value Label Value Frequency Percent 
Every day 1 I
4 1 61.3 
Most days 2 28 12.2 
Only a few days a week 3 - 36 15.7 
Only a few days a month 4 8 3.5 
Never or almost never 5 17 7.4 
mm M W mmm ^m mmm tmm ^ m ^ m ^ m mm 
TOTAL 230 100.0 
69 
Q3b Why do you eat breakfast? 
Value Label . Value Frequency Percent 
Did not answer n i c 广 r* 
Health ； ^ 
Nutritious 2 13 5 7 
^ 3 49：! 
Family culture 4 1 5 二二 
Have time 5 ^ 二 
f ， 6 10 4：? 
N e e d
 7 13 5 7 
0 t h e r S
 8 8 3：5 
一 一 一 一 一 一 一 一 — 一 — 一 一 一 
TOTAL 230 100.0 
Q3c Why do you skip breakfast? 
Value Label Value Frequency Percent 
Did not answer o 135 58.7 
No time i n 
T 丄 51 22 .2 
Inconvenient 2 2 9 
Sleep more 3 20 s ‘ 7 
No need to eat breakfast 4 1 3 5 . . 7 
Too expensive 5 工 * 4 
Others 6 8 3:5 
—~ MM ^ m rnmm ^ m ^ ^ mmm 
TOTAL 230 100.0 
Q4a What do you think constitute(s) a healthy breakfast? 
(First Response) 
Value Label Value Frequency Percent 
Did not answer 0 2 .9 
Eggs 1 40 17*. 4 
Sandwiches/bread/toast 2 22 9.6 
Milk 3 40 17.4 
Breakfast cereals 4 2 .9 
Ham/Bacon/Sausage 5 lo 4.3 
Noodles 6 . 4 1..7 
Nutritious 7 28 12:2 
Vitamin 8 7 3.0 
Tea/coffee/water/juice 9 14 6.1 
Something that can 
f i l l the stomach 10 15 6.5 
Can supply enough energy 1 1 3 1.3 
No opinion/don't know/ 
Never thought about i t 12 17 7.4 
Balanced 13 11 4.8 
Others 14 15 6.5 
^mm mmm mmm mm mmm mmm 
TOTAL 230 100.0 
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Q 4 a
 ^ ^ ^ l
o u t h i n 3
^ constitute(s) a healthy breakfast? 
(Second Response) 
Value Label Value Frequency Percent 
Did not answer 0 9 3 4 0 4 
Eggs 1 2 8 1 2 "2 
Sandwiches/bread/toast 2 w i r • ? 
M ± l k
 3 21 9 1 
Breakfast cereals 4 4 ± ' 7 
Ham/Bacon/Sausage 5 1 0 4 " 3 
Noodles 6 8 3 • 5 
Nutritious 7 2 • 9 
Vitamin 8 7 3 ' 0 
Tea/coffee/water/juice 9 1 2 5 2 
Something that can f i l l 
the stomach 10 2 9 
Can supply enough energy 11 2 .9 
Balanced 13 4 ^‘7 
Others 14 i ..4 
•"“ " " " — M B tmm mmm mmm m^m 
TOTAL 230 100.0 
Q4a What do you think constitute(s) a healthy breakfast? 
(Third Response) 
Value Label Value Frequency Percent 




 1 11 4:8 
Sandwiches/bread/toast 2 14 6.1 
Milk 3 5 2.2 
Breakfast cereals 4 3 1.3 
Ham/bacon/sausage 5 9 3 # 9 
Noodles 6 1 .4 
Vitamin 8 1 .4 
Tea/coffee/water/juice 9 5 2:2 
Something that can f i l l 
the stomach 10 1 .4 
Can supply enough energy 11 1 .4 
Others 14 5 2.2 
mm mmm mmm mmm mmt mmm mmm mmm mmm 
TOTAL 230 100.0 
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Q5a What kind of breakfast do you eat most often? 
Value Label • Value Frequency Percent 
Did not answer 0 16 7.0 
Congee 1 g 3 • 5 
Sandwiches/bread/toast 2 1 2 3 5 3 . 5 
Fruit 3 5 2." 2 
Ham/bacon/sausage 4 14 6.1 
breakfast cereals 6 3 1.3 
Egg 8 10 4 . 3 
Noodles 9 19 8.3 
Set breakfast 10 17 7.4 
Others 11 15 6.5 
““ mrnm mma mmam ^mmm mmm M mmm mmm mmm MM 
TOTAL 230 100.0 
Q5b Why do you choose th is kind of breakfast? 
(First Response) 
Value Label Value Frequency Percent 
Did not answer 0 19 8.3 
Nutritious 1 30 13.0 
Good tas te 2 23 10.0 
Easy preparation 3 2 .9 
Economical 4 2 .9 
Family tradit ion 5 14 6.1 
Good value of money 6 1 .4 
Convenient 8 97 42.2 
Prepared by others 9 6 2.6 
Food that are not greasy 10 2 .9 
Change of taste 11 3 1.3 
Habit 12 5 2.2 
Personal preference 13 14 6.1 
Others 14 12 5.2 
TOTAL 230 100.0 
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Q5b Why do you choose th is kind of breakfast? 
(Second Response) 
Value Label Value Frequency Percent 
Did not answer 0 202 87.8 
Nutritious 1 3 1.3 
Good tas te 2 5 2.2 
Easy preparation 3 2 .9 
Economical 4 2 .9 
Family tradit ion 5 3 1.3 
Convenient 8 5 2.2 
Prepared by others 9 1 .4 
Habit 12 2 .9 
Personal preference 13 2 .9 
Others 14 3 1.3 
•••» BMB «••§ mmm mam wmm mmm mmm mmm mmm mmm 
TOTAL 230 100.0 
Q5b Why do you choose th is kind of breakfast? 
(Third Response) 
Value Label Value Frequency Percent 
Did not answer 0 221 96.1 
Nutritious 1 2 .9 
Easy preparation 3 1 .4 
Economical 4 1 .4 
Convenient 8 4 1.7 
Prepared by others 9 1 .4 
TOTAL 230 100.0 
Q6a What kind of breakfast do you eat second most often? 
Value Label Value Frequency Percent 
Did not answer 0 48 20.9 
Congee 1 55 23.9 
Sandwiches/bread/toast 2 35 15.2 
Fruit ‘ 3 3 1.3 
Ham/bacon/sausage 4 12 5.2 
Salad 5 1 .4 
Breakfast cereals 6 4 1.7 
Egg 8 8 3.5 
Noodles 9 31 13.5 
Set breakfast 10 9 3.9 
Others 11 24 10.4 
mmm mmm mmm mmm mmm mmm mmm tam mmm mmm M M M M mmt mam 
TOTAL 230 100.0 
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Q6b Why do you choose th is kind of breakfast? 
(First Response) 
Value Label Value Frequency Percent 
Did not answer 0 49 21.3 
Nutritious 1 13 5.7 
Good taste 2 28 12.2 
Easy preparation 3 4 1.7 
Family tradi t ion 5 13 5.7 
Convenient 8 54 23.5 
Prepared by others 9 8 3.5 
Food that are not greasy 10 5 2.2 
Change of tas te 11 14 6.1 
Habit 12 2 .9 
Personal preference 13 14 6.1 
Others 14 26 11.3 
TOTAL 230 100.0 
Q6b Why do you choose th is kind of breakfast? 
(Second Response) 
Value Label Value Frequency Percent 
Did not answer 0 224 97.4 
Easy preparation 3 1 .4 
Family tradit ion 5 1 - 4 
Convenient 8 3 1.3 
Prepared by others 9 1 .4 
mmm mmm mmm mmm mmm mrnm mm wmm mmm wmm rnmm amm rnmm mam 
TOTAL 230 100.0 
Q6b Why do you choose this kind, of breakfast? 
(Third Response) 
Value Label Value Frequency Percent 
Did not answer 0 229 99.6 
Nutritious 1 1 •
4 
•t ^m M M mmm mmm mmm mmm mmm — — mmm W M M* 
TOTAL 230 100.0 
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Q7 Do you eat your breakfast at home or outside? 
Value Label Value Frequency Percent 
Did not answer 0 16 1.0 
At home 1 99 43.0 
Outside 2 115 50.0 
"• ^^ mmm mam M M mmm mm 
TOTAL 230 100.0 
Q8 Have you ever heard of breakfast cereals? 
Value Label Value Frequency Percent 
Yes 1 169 73.5 
No 2 61 26.5 
TOTAL 230 100.0 
Q9a Breakfast cereals are expensive. 
Value Label Value Frequency Percent 
Did not answer 0 61 26.5 
Agree 1 8 3.5 
2 21 9.1 
3 66 28.7 
4 34 14.8 
Disagree 5 40 17.4 
TOTAL 230 100.0 
Q9b Breakfast cereals are oats/wheat products. 
Value Label Value Frequency Percent 
Did not answer 0 61 26.5 
Agree 1 107 46.5 
2 38 16.5 
3 18 7.8 
4 3 ‘ 1.3 
Disagree 5 3 1.3 
TOTAL 230 100.0 
75 
Q9c Breakfast cereals are nutrit ious breakfast. 
Value Label Value Frequency Percent 




 1 120 52.2 
2 29 12.6 
3 17 7.4 
4 3 1.3 
Disagree 5 0 0 
M M M H I ^ B t^m mmm mam ^m 
TOTAL 230 100.0 
Q9d Breakfast cereals are tasty 
Value Label Value Frequency Percent 
Did not answer 0 61 26.5 
Agree 1 20 8.7 
2 26 11.3 
3 74 32.2 
4 28 12.2 
Disagree 5 21 9.1 
TOTAL 230 100.0 
Q9e Breakfast cereals are for westerners. 
Value Label Value Frequency Percent 
Did not answer 0 61 26.5 
Agree 1 28 12.2 
2 21 9.1 
3 39 17.0 
4 24 10.4 
Disagree 5 57 24.8 
TOTAL 230 100.0 
Q9f Breakfast cereals are not f i l l i ng . 
Value Label Value Frequency Percent 
Did not answer 0 61 26.5 
Agree 1 22 9.6 
2 18 7.8 
3 30 13.0 
4 35 15.2 
Disagree 5 64 27.8 
«•» W W 
TOTAL 230 100.0 
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Q10 How often do you eat breakfast cereals? 
Value Label Value Frequency Percent 
Did not answer 0 61 26.5 
Every day 1 2 .9 
Most days 2 4 1.7 
Only a few days a week 3 4 1.7 
Only a few days a month 4 39 17.0 
Never or almost never 5 120 52.2 
TOTAL 230 100.0 
Qll Why do you eat breakfast cereals? 
(First Response) 
Value Label Value Frequency Percent 
Did not answer 0 153 66.5 
Nutritious 1 22 9.6 
Doctor's advice 2 1 .4 
Taste good 3 7 3.0 
For a change 4 19 8.3 
Easily prepare 5 6 2.6 
Curiosity 7 7 3.0 
Others 8 15 6.5 
mm mm» O M mam «mm M M M M 
TOTAL 230 100.0 
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Qll Why do you eat breakfast cereals? 
(Second Response) 
Value Label Value Frequency Percent 
Did not answer 0 216 93.9 
Nutritious 1 2 .9 
Doctor's advice 2 2 .9 
Taste good 3 2 .9 
For a change 4 1 .4 
Easily prepare 5 3 l .3 
Others 8 4 1.7 
••• aw mam mmm mmt mmm mam mam ^ mm amam mmm mmm 
TOTAL 230 100.0 
Q12 Why do you not eat breakfast cereals when you do not 
eat or eat something else? 
Value Label Value Frequency Percent 
Did not answer 0 69 30.0 
Hard to prepare 2 21 9.1 
Taste bad 3 28 12.2 
Do not have the habit of 
eating breakfast 4 11 4.8 
Just not the right kind 
of food to eat in breakfast 5 22 9.6 
Change of tas te 6 18 7.8 
Not convenient 7 13 5.7 
Nobody buys i t 8 11 4.8 
No time 9 6 2.6 
Do not have the habit to 
eat breakfast cereals 10 13 5.7 
Not at home 11 5 2.2 
Others 12 13 5.7 
W M mam mmm mmm wmm H M M M 
TOTAL 230 100.0 
Q13 Do any other family member(s) living with you eat 
breakfast cereals? (First Response) 
Value Label Value Frequency Percent 




Husband/wife 2 8 3.5 
Sister/brother 3 16 7.0 
Children 4 13 5.7 
Others 5 10 4.3 
N o 6 110 47.8 
mm aw mam mb mmm mmm ^^ • 
TOTAL 230 100.0 
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Q13 Do any other family memlDer(s) living with you eat 
breakfast cereals? (Second Response) 
Value Label Value Frequency Percent 
Did not answer 0 225 97.8 
Yes: Sister/brother 3 3 1.3、 
Children 4 2 .9 
mm mm mam tmm mmm W mmm M I 
TOTAL 230 100.0 
Q14 How do you get to know breakfast cereals? 
Value Label Value Frequency Percent 
Did not answer 0 61 26.5 
TV 1 90 39.1 
Radio 2 1 .4 
Newspaper 3 3 1.3 
Magazine 4 7 3.0 
Doctor 5 2 .9 
Friends/relatives 6 19 8.3 
Known the product from 
childhood 8 16 7.0 
Department Store 9 1 .4 
Supermarket/taste test ing 10 22 9.6 
School 11 3 1.3 
Others 12 5 2.2 
OT mam mmm mm mmm mmm mm mmt ^m 
TOTAL 230 100.0 
Q15 What brand of breakfast cereals do you know? 
Value Label Value Frequency Percent 
Did not answer 0 100 43.5 
Kellogg's 1 78 33.9 
Alpen 2 1 3.0 
Nestle 4 8 3.5 
Quaker 5 8 3.5 
Mark & Spencer 7 1 . 4 
Can't recall 8 26 11.3 
Others 9 2 .9 
mtm « M M mmm M M mtm W mm M M mm 
TOTAL 230 100.0 
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Q16 Do you know another brand? 
Value Label Value Frequency Percent 
Did not answer 0 185 80.4 
K e l l o g g 1 11 4.8 
Alpen 2 4 1.7 
Weetabix 3 5 2.2 
Nestle 4 2 .9 
Quaker 5 10 4.3 
Post 6 3 1.3 
Can't recal l 8 5 2.2 
Others 9 5 2.2 
TOTAL 230 100.0 
Q17 Have you ever purchased any breakfast cereals? 
Value Label Value Frequency Percent 
Did not answer 0 63 27.4 
Yes 1 94 40.9 
No 2 73 31.7 
TOTAL 230 100.0 
Q18 Which brand do you purchase most often? 
Value Label Value Frequency Percent 
Did not answer 0 136 59.1 
Kellogg
7
s 1 56 24.3 
Alpen 2 5 2.2 
Weetabix 3 1 .4 
Nestle 4 4 1.7 
Quaker 5 5 2.2 
Mark & Spencer 7 1 .4 
Can't recal l 8 17 7.4 
Others 9 5 2.2 
TOTAL 230 100.0 
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Q19a What i s the most cri terion used when choosing th is 
brand? 
Value Label Value Frequency Percent 
Did not answer 0 139 60-4 
Nutrition level 1 15 6.5 
Taste 2 33 14.3 
Availability 3 11 4.8 
Advertising 4 6 2.6 
Appearance of product 5 1 .4 
Price 6 8 3.5 
Appeal to children 8 3 1.3 
Other family members' 
opinion 10 2 .9 
Brand name 11 2 .9 
Others 12 10 4.3 
TOTAL 230 100.0 
Q19b What i s the second most important? 
Value Label Value Frequency Percent 
Did not answer 0 154 67.0 
Nutrition level 1 12 5.2 
Taste 2 19 8.3 
Availability 3 6 2.6 
Advertising 4 5 2.2 
Appearance of product 5 4 1.7 
Price 6 11 4.8 
Doctor's advice 7 1 .4 
Appeal to children 8 1 .4 
Sugar content 9 5 2.2 
Other family members' 
opinion 10 3 1.3 
Brand name 11 5 2.2 
Others 12 4 1.7 
mtm mm mmm mm ^m M M mm mmt ^m 
TOTAL 230 100.0 
* j. 
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Q19c What i s the third most important? 
Value Label . Value Frequency Percent 
Did not answer 0 171 74.3 
Nutrition level 1 7 3 . 0 
Taste 2 6 2.6 
Availability 3 10 4 . 3 
Advertising 4 5 2 . 2 
Appearance of product 5 5 2.2 
Price 6 10 4.3 
Appeal to children 8 3 . i . 3 
Sugar content 9 3 1 . 3 
Other family members' 
opinion 10 3 1 . 3 
Brand name 11 7 3.0 
TOTAL 230 100.0 
Q20 What brand do you purchase second most often? 
Value Label Value Frequency Percent 
Did not answer 0 196 85.2 
Kellogg's 1 6 2 . 6 
Alpen 2 6 2.6 
Weetabix 3 2 .9 
Nestle 4 l .4 
Quaker 5 3 1.3 
Post 6 1 .4 
Others 8 15 6.5 
TOTAL 230 100.0 
Q21a What i s the most important criterion used when 
choosing th is second brand? 
Value Label Value Frequency Percent 
Did not answer 0 198 86.1 
Nutrition level 1 6 2.6 
Taste 2 11 4.8 
Availability 3 2 .9 
Advertising 4 2 .9 
Appearance of product 5 2 .9 
.,Price 6 1 .4 
Appeal to children 8 1 .4 
Sugar content 9 1 - 4 
Other family members' 
opinion 10 1 .4 
Others 12 5 2.2 
<mm mmm mmm mm ^m mmm tmm 
TOTAL 230 100.0 
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Q21b What i s the second most important? 
Value Label Value Frequency Percent 
Did not answer 0 207 90,0 
N u t r i t i o n l e v e l 1 4 
Taste 2 8 3!5 
A v a i l a b i l i t y 3 2 .9 
Advertising 4 2 .9 
Appearance of product 5 2 .9 
Price 6 2 . 9 
Appeal to children 8 1 .4 
Sugar content 9 2 .9 
M S 
TOTAL 230 100.0 
Q21c What i s the third most important? 
Value Label Value Frequency Percent 
Did not answer 0 211 91.7 
Nutrition level , 1 2 .9 
Taste 2 l . 4 
Availability 3 3 1 . 3 
Advertising 4 2 .9 
Price 6 1 .4 
Appeal to children 8 2 .9 
Sugar content 9 2 .9 
Other family members' 
opinion 10 1 .4 
Brand name 11 4 1.7 
Others 12 1 .4 
TOTAL 230 100.0 
Q22 How did you get information on the brand(s) before 
purchase? 
Value Label Value Frequency Percent 
Did not answer 0 139 60.4 
Read the information on 
the package 1 43 18.7 
Details from doctors, 
friends or relat ives 2 8 3.5 
Information from print 
Advertisement 3 4 1.7 
No information collected 
before purchase 4 29 12.6 
Others 5 7 3.0 
mmm mam W mmm M M 
TOTAL 230 100.0 
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Q23a Who is the enduser of the purchase product(s)? 
(First Response) 
Value Label Value Frequency Percent 
Did not answer 0 1 3 9 60.4 
Responden t 1 72 3 1 ! 3 
Spouse 2 5 2! 2 
C h i l d r e n 3 8 3 . 5 
Parent 4 2 .9 
B r o t h e r / s i s t e r 5 1 ,4 
Others 6 3 1.3 
« M I ^m mtm M I 
TOTAL 230 100.0 
Q23a Who is the enduser of the purchase product(s)? 
(Second Response) 
Value Label Value Frequency Percent 
Did not answer 0 203 88.3 
Spouse 2 8 3.5 
Children 3 8 3.5 
Parent 4 1 . 4 
Brother/sister 5 4 1.7 
Others 6 6 2.6 
TOTAL 230 100.0 
Q23b Who helps decide which brand to buy? 
(First Response) 
Value Label Value Frequency Percent 
Did not answer 0 139 60.4 
Respondent 1 75 32.6 
Spouse 2 4 1.7 
Children 3 6 2.6 
Parent 4 3 1.3 
Brother/sister 5 1 .4 
Others 6 2 .9 
TOTAL
 J
 230 100.0 
Q23b Who helps decide which brand to buy? 
(Second Response) 
Value Label Value Frequency Percent 
Did not answer 0 226 98.3 
Spouse 2 2 .9 
Brother/sister 5 1 .4 
Others 6 1 .4 
TOTAL 230 100.0 
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Q24a Have you ever seen/heard of the brand Weetabix? 
Value Label . Value Frequency Percent 
Did not answer 0 5 2.2 
Yes 1 27 11.7 
No 2 198 86.1 
••• MBM WM AM mmm MM mmm mmm ammm 
TOTAL 230 100.0 
Q24b Have you ever seen/heard of the brand Weetabix? 
(Interviewer showed Weetabix's box) 
Value Label Value Frequency Percent 
Did not answer 0 3 2 13.9 
Yes 1 32 13.9 
No 2 166 72.2 
TOTAL 230 100.0 
Q25a Have you ever seen/heard of the brand Alpen? 
Value Label Value Frequency Percent 
Did not answer 0 11 4.8 
Yes 1 33 14.3 
No 2 186 80.9 
TOTAL 230 100.0 
Q25b Have you ever seen/heard of the brand Alpen? 
(Interviewer showed Alpen's box) 
Value Label Value Frequency Percent 
Did not answer 0 44 19.1 
Yes 1 38 16.5 
No 2 148 64.3 
M M mmm M M mmm mmm W mam mm» — M M M W 
, TOTAL 230 100.0 
Q26 Have you ever t r ied Alpen/Weetabix? 
Value Label Value Frequency Percent 
Did not answer 1 181 78.7 
Respondent has t r ied Weetabix 2 15 6.5 
Respondent has t r ied Alpen 3 20 8.7 
Respondent has t r ied both 4 14 6.1 
mm mmt mmm mmm mm ^mm mm mm» M I M H ^ m 
TOTAL 230 100.0 
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Q27a What do you think about Weetabix? 
Value Label • Value Frequency Percent 
Did not answer 0 202 87.8 
Taste good 1 6 2.6 
Average 2 14 6.1 
Taste bad 3 8 3.5 
^m w mm mm mtm mmm mm mmm mm m^ 
TOTAL 230 100.0 
Q27b What do you think about Alpen? 
Value Label Value Frequency Percent 
Did not answer 0 195 84.8 
Taste good 1 18 7.8 
Average 2 12 5.2 
Taste bad 3 5 2.2 
TOTAL 230 100.0 
Q28 Sex 
Value Label Value Frequency Percent 
Male 1 83 36.1 
Female 2 147 63.9 
mam mmm ^ m m^^m mm ^m mm» ^ m ^ mm mm w 
TOTAL 230 100.0 
Q29 Marital Status 
Value Label Value Frequency Percent 
Single 1 140 60.9 
Married 2 86 37.4 
Divorced 4 1 .4 
Widowed 5 3 1.3 
M * 
, TOTAL 230 100.0 
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Q30 How many family members live in your household, 
including yourself? 
Value Label Value Frequency Percent 
One l 9 3.9 
Two 2 33 14.3 
Three 3 34 14.8 
Four 4 59 25.7 
Five 5 48 20.9 
Six 6 23 10.0 
More than Six 7 24 io.4 
«•• mm mmm MM 
TOTAL 230 100,0 
Q31 Which age group does the respondent belong to? 
Value Label Value Frequency Percent 
16-19 1 17 7.4 
20-29 2 120 52.2 
30-39 3 66 28.7 
40-49 4 16 7.0 
50 or Above 5 11 4.8 
mmm ^mt mm tmm mmm OT tmm mmm mmm 
TOTAL 230 100.0 
Q32 What i s the respondent's occupation? 
Value Label Value Frequency Percent 
Student 1 28 12.2 
Professional 2 46 20-0 
Manager/Supervisor 3 14 6 • 1 
Housewife 4 25 10.9 
Executive 5 14 6.1 
Clerk/Secretary 6 50 21.7 
Blue Collar 7 9 3.9 
Lecturer/Teacher 8 12 5.2 
Others 9 32 13.9 
^m mam W M M 
TOTAL 230 ,100.0 
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Q33 Which of the following categories best indicates the 
respondent's monthly household income? 
Value Label Value Frequency Percent 
$10,000 or under 1 16 7.0 
$10,001 - $19,999 2 56 24.3 
$20,000 - $29,999 3 70 30.4 
$30,000 - $39,999 4 36 15.7 
$40,000 一 $49,999 5 27 11.7 
$50,000 or above 6 25 10.9 
TOTAL 230 100.0 
Q34 What i s your educational level? 
Value Label Value Frequency Percent 
Primary school 1 17 7.4 
Secondary school 2 113 49.1 
Technical ins t i tu te / 
commercial school 3 12 5.2 
University/polytechnic/ 
College 4 81 35.2 
Postgraduate 5 7 3.0 
TOTAL 230 100.0 
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APPENDIX 4 
CROSS TABULATION TABLES 
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TABLE 10 
BREAKFAST EATEN MOST OFTEN AND BREAKFAST EATEN SECOND MOST 
OFTEN BY SAME RESPONDENTS 
Respondents Sandwiches/ Congee Noodles Ham/ 
Row % Bread/Toast Bacon/ 
Sausage 
Sandwiches/ 36 25 12 
Bread/Toast 29% 20% 10% 
Congee 2 1 0 
25% 13% 0% 
Noodles 14 1 0 
74% 5% 0% 
Ham/Bacon/ 5 4 2 
Sausage 36% 29% 14% 
Note: Only selective answers are included in Table 2. 
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TABLE 10 
DIFFERENT INCOME GROUPS OF RESPONDENTS 
AND THE LOCATIONS OF EATING BREAKFAST 
Total Respondents : 230 
Location of Eating Breakfast 
Respondents 
Row % Half- At Home Outside Total 
Income Half 
$19,999 5 29 38 72 
or under 7% 40% 53% 31% 
$20,000- 3 51 52 106 
$39,999 3% 48% 49% 46% 
$40,000 8 19 25 52 
or above 15% 37% 48% 22% 
Total 16 99 115 230 





EDUCATIONAL LEVEL AND AW E^NESS OF BREAKFAST CEREALS 
Total Respondents : 230 
Respondents Respondents' Awareness of Breakfast Cereals 
Row % 
Yes No Total 
Educational Level 
Primary School 8 9 17 
• 47% 53% 7% 
Secondary School 76 37 113 
67% 33% 49% 
Technical Ins t i tu te / 9 3 12 
Commercial School 75% 25% 5% 
University/ 70 11 81 
Polytechnic/College 86% 14% 35% 
Postgraduate 6 1 7 
86% 14% 3% 
Total 169 61 230 





AGE AND AWARENESS* OF BREAKFAST CEREALS 
Total Respondents : 230 
Respondents Respondents' Awareness of Breakfast Cereals 
Row % 
Yes No Total 
Age Group 
16 - 19 12 5 17 
71% 29% 7% 
20 - 29 93 27 120 
78% 22% 52% 
30 - 39 52 14 66 
79% 21% 29% 
40 - 49 7 9 16 
44% 56% 7% 
50 or Above 5 6 11 
46% 54% 5% 
Total 169 61 230 





MONTHLY HOUSEHOLD INCOME AND 
AWARENESS OF BREAKFAST CEREALS 
Total Respondents : 230 
Respondents Respondents' Awareness of Breakfast Cereals 
Row % 
Yes No Total 
Income 
$19,999 or Under 43 29 72 
60% 40% 31% 
$20/000-$39/999 84 22 106 
79% 21% 46% 
$40,000 or Over 42 10 52 
81% 19% 23% 
Total 169 61 230 





PSEUDO-INTERVAL SCALE ELABORATING ATTITUDE OF RESPONDENTS 




• 1 2 3 4 5 
a) Expensive 8 21 66 34 40 
5% 12% 39% 20% 24% 
b) Oats/Wheat 107 38 18 3 3 
products 63% 22% 11% 2% 2% 
c) Nutritious 120 29 17 3 0 
breakfast 71% 17% 10% 2% 0% 
d) Tasty 20 26 74 28 21 
12% 15% 44% 17% 12% 
e) For 28 21 39 24 57 
Westerners 17% 12% 23% 14% 34% 
f) Not f i l l i ng 22 18 30 35 64 
13% 10% 18% 21% 38% 
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TABLE 10 
AGE AND FREQUENCY OF EATING BREAKFAST CEREALS 
Total Respondents : 230 
Total Respondents Answer Question 10 : 169 
Respondents Frequency of Eating Breakfast Cereals 
Row % 
Every Most A Few A Few Never 
Age Group Day Days Days Days or Almost 
A Wk. A Mth. Never 
16 - 19 0 0 0 6 6 
0% 0% 0% 50% 50% 
2 0 - 2 9 1 2 1 20 69 
1% 2% 1% 22% 74% 
3 0 - 3 9 1 2 2 12 35 
2% 4% 4% 23% 67% 
40 - 49 0 0 1 1 5 
0% 0% 14% 14% 71% 
50 0 0 0 0 5 










 No. of Respondents Chosen As 
Cri ter ia Firs t Second Third Total 
Crit . Crit . Crit . n=94 
Nutritious Level 15 12 7 34 (36%) 
Taste 33 19 6 58 (62%) 
Availability 11 6 10 27 (29%) 
Advertising 6 5 5 16 (17%) 
Appearance of 
Product 、1 4 5 10 (11%) 
Price 8 11 10 29 (31%) 
Appeal to children 3 1 3 7 (7%) 
Brand Name 2 5 7 14 (15%) 
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TABLE 10 
MAJOR BRANDS PURCHASED 
AND MAJOR CRITERIA USED IN PURCHASING THE BRAND 
Total No. of Respondents : 230 
Total No. of Respondents Chosen Kellogg's : 62 
Major Criteria on Purchasing Kellogg's 
Respondents 
Nutrition Taste Avail. Price Brand Advert-
Level Name ising 
Brands 
Firs t 9 21 6 7 1 4 
Cri t . 
Second 7 12 4 6 4 5 
Cri t . 
Third 4 6 7 5 4 2 
Crit • 
Total 20 39 17 18 9 11 
Column % 32% 63% 27% 29% 15% 18% 
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TABLE 10 
THE BRAND CHOSEN AND INFORMATION SEARCH BEFORE PURCHASING 
Total Number of Respondents : 230 
Total No. of Respondents Choose Kellogg
#
s : 62 
Total No. of Respondents Choose Alpen : 11 
Total No. of Respondents Choose Weetabix : 3 
Total No. of Respondents Choose Nestle : 5 
Total No. of Respondents Choose Quaker : 8 
Information Search Before Purchasing 
Respondents 
Row % Read the Details Inform. No 
information from doctors from Inform, 
on the friends or print 
package relat ives ad• 
Brands 
Kellogg's 29 5 2 22 
47% 8% 3% 35% 
Alpen 6 0 0 3 
55% 0% 0% 27% 
Weetabix 2 X 0
 0 
40% 20% 0% 0% 
Nestle 3 1 0 1 
60% 20% 0% 20% 
Quaker 4 1
 0 3 
50% 13% 0% 38% 
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TABLE 10 
END USER OF BREAKFAST CEREALS PRODUCTS 
AND THE MAIN HELPER IN BRAND CHOICES' DECISION 
No. of Respondents are end users : 72 
No. of Respondents‘ spouse are end users : 13 
No. of Respondents' children are end users : 16 
No. of Respondents' parents are end users : 3 
No, of Respondents' brother/sis ter are end users : 5 
People who help decide which brand to buy 
Respondents 
Row % Respond. Spouse Children Parent Brother/ 
End user s is ter 
Respond. 72 4 2 1 3 
100% 6% 3% 1% 4% 
Spouse 9 3 2 0 0 
70% 23% 15% 0% 0% 
Children 3 1 4 0 0 
19% 6% 25% 0% 0% 
Parent 1 0 1 1 0 
33% 0% 33% 33% 0% 
Brother/ 4 0 0 0 2 
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IMPORTANCE OF BREAKFAST 
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FIGURE 4.1.2 
FREQUENCY OF EATING BREAKFAST 
Every Day 61% 
:mMmS^ 
‘ Never/Almost Never 7% 
A F e w D A week 16% 
Most Days D a y s A M o n t h 3% 
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FIGURE 4.2.1 
PEOPLE'S PERCEPTION OF A HEALTHY BREAKFAST 
Sandw i che s /B r e ad 19% 
^ip^
99 21% 
Milk 17% f i ^ ^ e B ^ ^ C r A … 3 " ：“ \ 
^ ^ Supply enough energy 2% 
i w m ^ ^ B a l a n c e d 4% 
_
 3 0
 W ^ ^ V Fill the S tomach 5% 
Breakfast Ce rea l s 2% ——. 
Ham/已ac〇n/Sausage 8% Tea /Cof fee / Ju ice 8% 
Noodles 3 % N u t r j t j o u s 8o / o Vitamin 4% 
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FIGURE 4.3.1 
KINDS OF BREAKFAST EATEN MOST 
Sandwiches /Bread 53% 
� 種 、 化 C o n g e e 3% 
Did not answer 7% 
Breakfast Cereals 1% 
H a m / B a c o n / l a u s a S Set Breakfast 7% 






REASONS FOR CHOOSING THE MOST EATEN BREAKFAST 
Nutritious 14% Habit 3% 
Easily P repa red 2% Good Taste 11% • 
\
 F a m i |
y Tradition 7% 
——• C h a n g e of tas te 1% 
°
t h e r s 7 % 
Conven ien t 42% Economical 2% 
Personal Preference 7% 
Prepared by Others 3% 
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FIGURE 4.4.1 
KINDS OF BREAKFAST EATEN SECOND MOST 
Sandw i ch e s /B r e ad 15% 
Egg 门 , 2 4 % 
H a m / B a c o n / S a u s a g e 5 %
: ： / i \ \ 
1 % •
 : N 
_ Nood l e s ^ J J 
Breakfast Cerea l s
 D i d n o t a n s w e r 2 1 % 
Othe r s 11% Se t Breakfast 4% 
FIGURE 4.4.2 
REASONS FOR CHOOSING THE SECOND MOST EATEN BREAKFAST 
jjj^jj t icjy^ y ^ a m i l y Tradition 7% 
. G 〇 o d Taste 15% 
Conven ien t 30% ^ ^ ^ ^ ^ ^ ^ • ^ ^ ^ ^ r s Z I I Z D Easy Preparation 3% 
Food Not Greasy 3% 
n , n Personal Preference 7% 
Prepared By Others 5% _ „ K y
 Others 14% 
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FiGURE 4.5.1 
LOCATION OF BREAKFAST TAKEN 
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FIGURE 4.8.1 
FREQUENCY OF EATING BREAKFAST CEREALS 
Most Days 2% 
A Few Days A Month 1 D i d Not Answer 27% 
麵 6 T J K . 
A Few Days A Week 2% , 、 \ 
Every Day 
Never/Almost Never 52% 
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FIGURE 4 . 8 . 2 
REASONS FOR CHOOSING BREAKFAST CEREALS 
Doctor 's Advice 3% 
Taste Good N _ i o U s 26% 
For A C h a n g e 22% 
Others 21% 
Easily P repa re 10% 
y K
 . Curiosity 8% 
FIGURE 4 . 3 . 3 
REASONS FOR NOT CHOOSING BREAKFAST CEREALS 
Taste Bad 19% 
Do Not Eat Breakfast 7% 
^
6 4 % 
Hard To Prepa re 14% Not Convenient 8% 
n h o n n ^ of T^QtP i p % Not Suitable 15% C h a n g e Of Taste 1 " 。 N o t A t H o m e 3% 
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FIGURE 4.9.1 
MEDIA TO KNOW BREAKFAST CEREALS 
TV 53% 
School 2% 
R a d i 0 1 % o t h e r s s % 
2 2
M a g a z i n e 4% 
Friends /Rela t ives 11% ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ Depar tment Store 1% 
N e w s p a p e r 2% … Supermarke t 13% 
Known From Chi ldhood 9% Doctor 1% 
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FIGURE 5.3.1 
INFORMATION SEARCH BEFORE PURCHASE 
Read lrif〇. on Pack. 47% 
info, from Doctors 9% o the r s 8% 
Into, from Print Ad. 4% 
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